Santa Eats Well 


New “Team’ Has — on Chicago Agencies 


Cut P. 0. Deficit 


WASHINGTON, Dec. 24—Postmas- 
ter General Arthur Summerfield 
emphasizes that his “team” has 
reduced the Post Office deficit by 
$1,000,000 a day in an article which 
he has prepared for the January 
issue of Nation’s Business. 

His article appears in what Na- 
tion’s Business calls its “Year of 
Historic Change” edition. The is- 
sue contains signed articles by all 
ten members of the Eisenhower 
cabinet, reporting on their first 
year in office. It also contains an 
appraisal of the performance of the 
administration and each of its cab- 
inet officers by recognized author- 
ities in each field. 

Mr. Summerfield outlined steps 
that were taken to improve postal 


(Continued on Page 8) 


‘No One Company’ 


Brought Color TV, 
Philco Points Out 


NEw York, Dec. 23—No one 
company was responsible for the 
advent of color tv. 

This was the message—ad- 
dressed between the lines to Radio 
Corp. of America—expressed in a 
full-page Philco Corp. ad published 
today, headlined: “Facts the 
American people should know 
about color television.” 

Said Philco: ‘“‘The Federal Com- 
munications Commission is to be 
congratulated for approving the 
National Television System Com- 
mittee standards for color televi- 
sion. These standards will give the 
American public the finest b&w 
and color television service in the 
world. 

“These standards were developed 
by the leading scientists of the 
electronics industry. They are NOT 
the work of ANY ONE COMPANY. 
In the words of the Federal Com- 
munications Commission: ‘The ac- 
complishment of a compatible color 
television system that can operate 
within a six-megacycle band width 
is a tribute to the skill and in- 
genuity of the electronics indus- 
we.” 


a The Philco ad then listed, in un- 
biased alphabetical order (RCA 
was in 30th place) some 42 com- 
panies “whose combined knowl- 
edge and strength are responsible 
for the system that won final ap- 
proval.” 

Philco did not say whom they 
had in mind in the emphasized 
“any one company,” but anybody 
who read last week’s papers with 
the RCA page hailing the FCC de- 
cision knew without being told. 
There was no 
bushel tone to the RCA headline: 
“RCA wins fight for compatible 
color television; FCC decision 
benefits public and television in- 
dustry.” 


'Ia., a plastics manufacturer, was 


Santa Claus is comin’ to town— 

Lay that purple carpet down. 

Bring on the food and drink, 

We've landed a new account—we think. 

Cuicaco, Dec. 24—Santa deomn’t | 
always wear a beard, a red suit) 
and a protruding front. Some- 
times he assumes the appearance 
of Robert F. Breed, personable, 
smooth-talking, blond and thirty- | 
ish. | 

When he turns up as Breed, he 
delivers his presents to new busi- | 
ness men at advertising agencies. 
At least, that’s what he did in| 
Chicago last week, when Robert | 
F. (Santa Claus) Breed talked to. 
new business men at ten major | 
Chicago agencies about a $200, 000 | 
account he wanted to place with 
them. The client, in Santa’s ver- 
sion: 

Choate Mfg. Co., Cedar Rapids, 


building a new $2,500,000 plant 
and wanted to get started on na- 
tional advertising. Sure, $200,000 
is a modest budget, but this was 
just a starter. Boy, when we really 
get going... 


w Not all the agencies he talked 
to wanted the account. But some 
did. And it was interesting enough 
to several agencies so that Santa 
Claus Breed—a little on the thin 
side to play the role convincingly 
—was given the lunch and dinner 
treatment on agency expense ac- 
counts. No Pump Room glamor, 
you understand, and no nights on 
the town; just the usual modest 
food and drink for a moderately 
interesting prospect. 

In at least one case, the agency 
had the account “nailed down.” It 
took the slight precaution of 
checking with Choate, however, 
and found that Mr. Breed’s story 
was essentially correct, except: 

Choate “Mfg.” Co. turned out to 
be Choate Equipment Co. It 
doesn’t make plastics and has no 
new $2,500,000 plant; instead, it 


is a distributor of machinery. It 
has no agency, and doesn’t want | 
one. It employs no Breed, 
knows nothing about him. 


Dear Virginia: I'm writing you because 
There really ain't no Santa Claus. 


Broadcaster Drops | 


TV Petition, Says 
Radio's Here to Stay 


Kansas City, Mo., Dec. 


ber of radio stations in the South-| 
west, including KUDL in Kansas 


and | 


| Rose” 
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Summerfield Says Strange ‘Breed’ of 


With the help of Advertising 
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You have this Insteud of this 


Advertising 
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He Never Reads the Ads. 


THE BENEFITS OF ADVERTISING—These are the two ads the Advertising Federation 

of America is distributing for National Advertising Week (Feb. 14-20) in coopera- 

tion with other advertising groups. Both ads were prepared by Cleveland agencies 

and the Cleveland Advertising Club—the one on the left by Griswold-Eshleman Co. 
and the one on the right by Carr Liggett Advertising. 


Cleveland Agencies Produce Magazine Ads 
Boosting National Ad Week, Feb. 14-20 


CLEVELAND, 
publishers will get a chance to 
contribute their bit to National 
Advertising Week next Feb. 14- 
20 by running one or both of two 
ads prepared by two Cleveland 
agencies in cooperation with the 
Cleveland Advertising Club. 

The ads will be sponsored by the 
Advertising Federation of Amer- 
ica and the Advertising Assn. of 
the West, and the two agencies 
which contributed their time and 
talents are Carr Liggett Adver- 
tising and Griswold-Eshleman Co. 

The ads were chosen by the 
AFA from six submitted by six 
agencies through the adclub, and 
the AFA has spent nearly $2,000 
on the physical preparation of the 
ads. Proofs and an order blank are 
being sent to 800 magazine pub- 
lishers by the AFA telling them 
about National Advertising Week 
and urging them to join in with 
radio, tv, newspapers, outdoor and 
other media in promoting the 
week. The publishers may publish 
the ads after the promotion week 


Dec. 23—Magazine | 


any time. 


ws The ad by Carr Liggett is head- 
ed “He Never Reads the Ads” and 
shows a whistling hobo walking 
next to some railroad track with 
his bindlestiff. This man, the copy 
points out, doesn’t want a tv set 
or automobile, so he doesn’t work 
to get them and doesn’t care to 
read the ads. 

The Griswold-Eshleman ad is 
captioned “With the Help of Ad- 
vertising’” and shows a number of 
products which advertising has 
helped to promote to the consum- 
er, thus creating the demand 
which has made available the au- 
tomobile as a means of locomo- 
tion instead of a horse carriage. 

The ads are in various sizes and 
publishers are asked to pay for the | 
plating cost only. The AFA and) 
AAW are listed in the ads as spon- 
sors and the Cleveland Advertising 


Club credited with the prepara- | 


tion. 
National Advertising Week is al- 
so being supported by the U. S. 


if they wish, since they will apply! Chamber of Commeree. 


Last Minute News Flashes 


Postal Authorities Take Southwell into Custody 
St. Louis, Dec. 24—John T. Southwell, head of the Garden Guild of 


America, and v.p. of Smith, Hagel & Snyder, New York agency, 


has 


been taken into custody by local postal authorities and charged with 
| operating a scheme to defraud. The post office will ask the grand jury 
to indict Mr. Southwell because of complaints that it has received 
claiming that (1) the Garden Guild failed to fill orders for its “Blue 


and “Eight-foot Living Rose Fence” 


23— products advertised failed to live up to the claims made for them. 
| The owner and operator of a num-. 


(AA, Nov. 2) and (2) the 


Kiwi Polish Moves Over to Geyer Advertising 


PHILADELPHIA, 


Dec. 24—Kiwi Polish Co. is moving its account from 


City, has withdrawn a television’ N. W. Ayer & Son to Geyer Advertising, New York, where Donald 
application after determining that Gill is v.p. and account executive. Mr. Gill worked on the Kiwi ac- 
count while with Duane Jones Co. He was originally a defendant in, 
Dave Segal withdrew his aphil- | the Jones conspiracy suit, but was subsequently cleared. Kiwi went | expected any of the accounts will 
from the Jones agency to W. Earl Bothwell (later Geyer) to Ayer,|be taken elsewhere by any agency 
where it has been since last December. 


Calkins & Holden Gets Stereo Camera Account 


“am radio is here to stay.” 


cation for v.h.f. Channel 65 here, ! 
although he was unopposed for the 
channel, the only remaining tv 


'channel in Kansas City. 


light-under-the- | 


“After eight months of operation | 
here,” says Mr. Segal, “I’ve de- 
cided that am radio is here to 
stay and I intend to expand in 
daytime and fulltime independent 
radio in other markets to be an- 
nounced later.” 


MILWAUKEE, Dec. 24—David White Co. has named Calkins & Holden, | Shoes, 
Carlock, McClinton & Smith to handle advertising of its Stereo Realist |Co., 
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Samish Released 
on $10,000 Bond 
Pending Appeal 


SAN FrRANcisco, Dec. 22—Arthur 
H. Samish, California liquor lob- 
| byist, today won the right to free- 
dom under $10,000 bond pending 
outcome of an appeal from his 
conviction on income tax evasion 
charges. 

Mr. Samish faces a federal pris- 
on term of three years and fines 
totaling $40,000. He was scheduled 
_to surrender on Christmas Eve. 

“We will post the bond some 
time tomorrow,” his attorney, Har- 
old H. Faulkner, told AA, “and we 
expect that the technical process- 
ing, printing of the record, etc., 
will delay a hearing on the appeal 
for about a year.” 

Mr. Faulkner successfully ar- 
gued for the temporary freedom 
of his client before three judges of 
the 9th U. S. circuit court of ap- 
peals, which formally dissolved a 
15-day stay of execution by grant- 
ing bail. 


s Mr. Samish must still deal with 
U.S. tax .court efforts to collect 
$984,649 in back income taxes from 
him. Originally he owed $1,090,730 
in taxes, penalties and _ interest. 
But he reduced this figure recent- 
ly by paying up some of the debt. 
He also owes $91,387 to the state 
of California, $100,000 to the Bank 
of America in Los Angeles, and 


(Continued on Page 59) 


Agency Head Closes 
His Shop, Insists 
on ‘More Than 2%’ 


Los ANGELES, Dec. 22—Vick 
| Knight, head of a small but pros- 
|perous—although apparently not 
|prosperous enough—agency, has 
| decided to close up shop and apply 
|his merchandising talents to “an 
enterprise that nets more than 
2%.” 

Mr. Knight told ApvERTISING AGE 
he doesn’t vet know what that en- 
terprise will be—he’ll make that 
decision in January. Meanwhile, 
the move is under way to close 
Vick Knight Advertising “as soon 
as obligations to clients can be 
honorably disposed of.” 

In his letter advising the agency 
staff of the closing, Mr. Knight an- 
‘nounced that all profits for the 
calendar year 1953 will be distrib- 
uted to employes as a bonus. 

As for the clients, AA was told 
that they have been notified of the 
agency closing, and that it is not 


/ personnel, Knight (which will bill 
a little less than $300,000 this year) 
lists 27 accounts, including Aronov 
Aseptic-Thermo Indicator 
Industrial Asphalt, Industrial 


camera and accessories, effective Jan. 4. The account was formerly|Center of San Fernando, Kaye- 


with Klau-Van Pietersom-Dunlap. 


JACKSON, MICH., 


Sparton Radio-TV Account Moves to Mahoney 
Dec. 24—Sparks-Withington Co. will move 


its 


Halbert Television, Pacific Instru- 

ment Control and U. S. Pumice. 
Before opening his own agency 

in 1949, Mr. Knight was producer- 


Mr. Segal’s other radio interests Sparton tv and radio account from Brooke, Smith, French & Dorrance, director of many top radio shows, 
are at Texarkana and Eldorado,! where it has been for over 20 years, to David J. Mahoney Inc., New and also served as a v.p. with the 
Biow Co. and Foote, Cone & Beld- 
ing. 


Ark., Greenville, Miss., and 


‘Warrensburg and Clinton, Mo. 


in York, Jan. 1. The account is expected to bill $750,000. 


(Additional News Flashes on Page 63) 
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Crisp Offers Answer to ‘Undeclared 
War’ Between Creation and Research 


WASHINGTON, Dec. 24—Market- 
ing men on either side of the “un- 


declared war between some crea-| 
tive people and all advertising re- “is the research man who is in- 
search” can take comfort in the clined to try to over-use or mis- 
words of Rich-| use research, or who has a con- 
ard Crisp, direc- fused picture of the place of re- 
tor of marketing search in the field of advertising.” 


researchfor 


offers 


ting together. 


Report 


Richard D. Crisp 


keting Assn.’s national conference 
here next Sunday, Mr. Crisp puts 
himseif on both sides of the fence, 
or neither, as you choose to look at 
it. 

At any rate, the Chicago re- 
search man found that both sides 
constitute prime roadblocks to ad- 
vertising effectiveness. 


= “Roadblock #1,” Mr. Crisp de- 
clares, “is the creative adman, 
typically in the copy department, 
who is afraid of research. He sees 
research as something that is 
somehow a threat to his job, as 


In a “Progress | 
on Ad- specialists required to produce ad- 
vertising Re-j|vertising in this highly complex 
search” prepared | day and age, the one that is the 
for delivery at the American Mar-|most important and the least ex- 


Tatham-Laird iments 
Inc., Chicago. He states a couple of “inescapable 
sympathy truths,” the first of which is that 
for both sides— “advertising is a creative busi- 
and a way of get-| ness. It always has been, and it 


| 


| something that is going to ‘fence 
him in.’ 
“Roadblock #2,” he continued, 


To help push aside these imped- 
to progress, Mr. Crisp 


always will be.” 
“Of all the different kinds of 


pendable is the creative man.” 


ws At the same time, he emphasizes 
that the research man cannot tell 
the creative man how to write ads, 
and denies that “any given num- 
ber of years of service as a chan- 
nel of communication between 
consumer and copy writer make 
him an ‘advertising expert.’ ” 
Mr. Crisp says there is consid- 
erable confusion among research 
men on this very point. He cites a 
question asked him by the research 
director of a well-known “crea- 
(Continued on Page 61) 


1954 Policy on Ad Expenditures 


A-INDUSTRY CLASS 


Consumer Goods 

uw Manufacturers... 

Industrial Equip. 
oom .Manufacturers 
Parts and Matcrials fi 
Producers 


Will 
reduce 


Will maintain 
*Will increase 


BeSIZE CLASS 
100 = 500 Employees 


eee 


501 ~ 1,000 Employees 


Over 1,000 Employces 


C-CONFERENCE TOTAL | 


1954 AD OUTLOOK—The number of manutacturers planning to reduce advertising 
budgets next year is nearly balanced by the number planning to hike spending, 
according to findings of a conference of Ohio executives, held by Turton Associates, 


Percentage of opinion 


0 2 4X 60 


t firm. 


Most Northern Ohio Manufacturers Will 
Boost or Equal ‘53 Budgets, Turton Finds 


CLEVELAND, Dec. 23—Only one | help maintain sales volume in the 
in seven manufacturers plans to) face of “a general slackening in 


cut advertising budgets next year, | 
according to a management coun- 
sel’s findings, and one in five 
will spend more. 

Sixty-five per cent of the firms 
participating in a Turton Associ- 
ates conference of northern Ohio 
industrialists to compare notes on 
1954 business plans indicate that) 
they will keep ad spending at cur- | 


rent levels; 21% will increase the| many of the same considerations 
|affecting consumer goods makers, 

The majority of companies plan- | but also must consider demands of 
ning reductions, however, will do| dealers, agents and salesmen for 
it by cutting frills, not media. In-/| d&vertising support. 


allotment and 14% plan cuts. 


stitutional campaigns encouraged | 


by the excess profits tax “18¢ (44% of the conference) hold to 
dollar” will be dropped, b&w ads|a conservative view. The major- 
will replace four-color art and ity (76%) plans advertising bud- 
layouts will be changed less often.| gets at 1953 levels and 24% will 
Most of the retrenching corpora-| reduce allocations. 


tions next year expect to use the) 


same amount of business paper Connolly Elected Johnson Vv. P. a non-signer of a fair trade agree-| 
ment is protected from enforce-. 
ment by a congressional act regu-| 
Son, has been named a v.p. He is/jating interstate commerce. 
\a former board chairman of the) 
| Assn. of National Advertisers. The | 


space as they did in °53. 


s All consumer goods manufac- 
turers (23% of the conference 


consumer interest and increasing 
competition.” 

Industrial equipment manufac- 
turers (33% of the conference 
members) are more. divided. 
Twelve per cent intend to reduce 
budgets, 55% expect to hold the 
present line and 33% will increase 
spending. These manufacturers in- 
dicate they are influenced by 


Parts and materials producers 


Teamsters’ Strike 
Halts Delivery on 
Minneapolis Papers 


city found out this week what it’s 
like to be without a newspaper. 

After six weeks of negotiations, 
the Minneapolis Star and Trib- 
une’s fleet truck drivers went out 
on strike last Saturday asking a 
weekly pay boost of $4.56 for day 
work and $6.46 for night work, 
plus fringe benefits. 

Minneapolis residents weren't 
as hard hit as New Yorkers, how- 
ever, since they could still buy 
their favorite newspaper by going 
downtown to its plant. More than 
25,000 citizens, in fact, crowded 
the newspapers’ lobby and bought 
an average of three papers apiece. 
With a limit of five copies to a 
customer, the paper sold 75,000 
copies between 7 p.m. Saturday 
and 2:30 p.m. Sunday afternoon, 
when it was sold out. 

Normal circulation for the Sun- 
day Tribune is approximately 
620,000. 


a Local 638 of the AFL teamsters 
union said: “Although the con- 
tract expired Oct. 31, the union 
has kept members on the job, try- 
ing to work out a settlement... 
The corporation has offered an ad- 


Court Declares N. J. 
Fair Trade Covers 


Interstate Products 


TRENTON, N. J., Dec. 22—New 
Jersey’s fair trade act got further 
support here yesterday when the 
state supreme court handed down 
a decision saying that the state’s 
minimum price law applies to 
products sold interstate, as well us 
to those sold intrastate. 

The decision was reached in a 
case involving General Electric 
Co. and Packard Bamberger & Co., 
Hackensack department store. 

GE had been granted an injunc- 
tion from a superior court barring 
the department store from selling 
its electric appliances at prices be- 
low those fixed in agreements with 
other New Jersey retailers. Pack- 
ard Bamberger had appeaied this 
injunction. 


s The court held that minimum 
price agreements between manu- 
facturers and retailers under the 


ucts brought into the state. 


court had to decide was whether 


William N. Connolly, public re-| 
lations head of S. C. Johnson &! 


panel) plan to increase or main-| way company also named Willard | 


tain present ad budgets. Nearly | 


G. Aschenbrener, Racine banker, 


half—45%—will hike spending to'a director. 


The court ruled unanimously 
that the McGuire Act clearly au- 
thorized the operation of the New 
Jersey law on interstate commerce. 
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NEWS HUNGRY—Minneapolis residents line up outside the Minneapolis Star and 

Tribune plant to buy copies of their favorite newspapers as a drivers’ strike halted 

delivery of Sunday editions. More than 75,000 copies of the Sunday Tribune were 
sold between early Saturday evening and Sunday afternoon. 


| ditional 3¢ an hour for night work, 
| to make the differential 8¢. How- 
_ever, nightworking drivers in the 
city generally have a 10¢ differ- 
_ential, which the union is asking.” 

The Star and Tribune stated that 


MINNEAPOLIS, Dec. 22—Another | “regular hourly wage scales for 


Star and Tribune truck drivers 
are much higher than those paid 
_to drivers by most Minneapolis 
firms. Wage rates for truck drivers 
in most other firms are about 
$1.82 an hour compared to the 
Star and Tribune offer of $2.21 an 
hour. The Star and Tribune offer 
for night work was $2.29 an hour.” 


ws The Tribune published a 38- 
page edition yesterday morning 
and the Star followed with a 56- 
page issue, both of which were 
described as normal by Star and 
Tribune officials. 

Advertising rates were cut in 
half today, reflecting the drop in 
circulation for both papers. The 
papers reported that it was “dis- 
couraging but continuing to accept 
advertising” and that both papers 
are scheduling a “surprising 
amount” of national copy. 

The teamsters union set up pick- 
et lines at all entrances to the 
newspapers’ plant except the main 
one where Minneapolitans came 
to pick up their copies. 

No other union members em- 
ployed by the paper were involved 
in the strike, and all other em- 
ployes reported for work as usual. 

Minneapolis radio  stations— 
WCCO, KSTP and WLOL—and 
stations in South Dakota were 
used on a “till forbid” by the Star 
and Tribune for special spots an- 
nouncing the strike and the availa- 
bility of the papers at the main 
office. 


Brennen Gets Fair Trade Post 


William S. Brennen, formerly 
executive assistant to the New 
York superintendent of bands, has 
been named assistant to the pres- 
ident of the American Fair Trade 
Council, New York. He succeeds 
Frank Masterson, who was recent- 
ly named president of the Indus- 
trial Fasteners Institute. 


New Jersey law hold not only on| 
intrastate goods, but also on prod-| 


The question the state supreme, 


JACK W. MINOR, v.p. in charge of the 
Dodge passenger account for Grant Ad- 
vertising, Detroit, has been named direc- 


|tor of advertising and merchandising for 


the Dodge division of Chrysler Corp. Mr. 
Minor will have charge of all advertising, 
merchandising, public relations and sales 


promotion activities for both new and used 


cors. 


Gov. Dewey Asks 
Extra Funds for 
Lung Cancer Work 


ALBANY, N. Y., Dec. 22—Alarmed 
_by the fact that more persons in 
| the state of New York now die of 
\lung cancer than of tuberculosis, 
|Gov. Thomas E. Dewey will ask 
|the 1954 legislature to finance a 
/new state research program to de- 
termine whether there is a rela- 
tionship between cigaret smoking 
and lung cancer. 
| The governor plans to ask for 
$2,000,000 for cancer research to 
be made at the Roswell Park 
Memorial Institute in Buffalo. 
This is a state institution, opened 
in 1911, for the treatment, preven- 
tion and cure of malignant dis- 
eases. 

Gov. Dewey is understood to be 
hopeful that cancer research will 
be as successful in helping to pre- 
vent extension of the disease as 
has the state’s tuberculosis pro- 
gram of free diagnosis, hospitaliza- 
tion and treatment. Since 1940 the 
tuberculosis death rate outside 
New York City has dropped from 
33.7 per 100,000 population to 
about nine. 


= By contrast, the death rate from 
lung cancer for men was 5.7 per 
100,000 in 1933 and is now 22.8. 
The increase for women, while not 
so sharp, has risen from 2.5 to 4.2 
per 100,000 over the same period. 

The research work at Roswell 
Park, according to present plans, 
will attempt to determine what 


(Continued on Page 64) 


1,000,000 Homes to 
Get Coupons in 
12-Product Campaign 


Cuicaco, Dec. 23—One of the 
largest grocery coupon and pre- 
mium promotions to be under- 
taken in 1954 will be launched 
March 15 with a mailing of 1,000,- 
000 copies of the Five Star Shop- 
pers Guide. 

The Guide will carry coupons 
for use in the purchase of 12 non- 
competitive products. Premium of- 
fers tied in with labels and box- 
tops from the featured products 
also are made in the booklet. 

Items to be included in the mail- 
ing are soap, detergent, cleanser, 
salad oil, margarine, canned meat, 
coffee, two cereals, two pancake 
mixes and a dog food. 

The first mailing will be a test, 
with the following markets cov- 
ered completely: Grand Rapids, 
Mich., Columbus, O., Springfield, 
Mass., and Charlotte, N. C. The 
Five Star Shoppers Guide will be 
printed by the W. F. Hall Printing 
Co. Mailing will be handled by 
the Reuben H. Donnelley Corp. 

The promotion was developed 
by Food Merchandising Service. 
Premium redemption will be 
handled by the Premium Club of 
| America. 


WTVI Names Rosenman 

Alex Rosenman, general mana- 
ger of WCAN and WCAN-TYV, Mil- 
waukee, has been appointed New 
York business manager of WTVI, 
St. Louis. 


| 

Edwards Joins ‘News-Argus’ 
Ray Edwards, formerly with the 

Herald-Journal, Spartanburg, Ss. 

C., has joined the advertising staff 

of the News-Argus, Goldsboro, 

B.C; 


Hewitt, Ogilvy Boosts Two 

William S. Blair, director of re- 
search of Hewitt, Ogilvy, Benson 
& Mather, New York, and Judson 
H. Irish, copy chief, have been 
| elected v.p.s. 


Adv 
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" ‘Coast Admen See Good Year... 


End of Excess Profits Tax Won't Trim 


GE's Baker Predicts Sales of 100,000 
Color, 5,200,000 B&W TV Sets in 1954 i 


New York, Dec. 22—Introduc- will be on a truly nationwide basis, 


tion of color television in 1954 will 
affect the sales of b&w receivers, 
but the low list prices of b&w sets 
as compared with color sets should 
enable the industry to sell a max-| 
imum of 5,200,000 b&w units with | 


and programs will be designed to 
meet the specific need and require- 
ments of people in all areas of the 
nation.” 

GE is actively engaged in the 


development of color tv station) 


a retail volume in excess of $1!equipment, Dr. Baker said. 
| 


billion to distributors. 


That statement was made here | ® Growth of color tv, he said, is) 


today by Dr. W. R. G. Baker, v.p. | likely to proceed in definite steps: 


and general manager of the elec- 


“First will be the production of a 


tronics division of General Elec- limited number of selected pro- 
tric Co., in an outline of probabili- grams originating in key network 


ties in electronics in 1954. 

“Although mass production as 
we know it in the monochrome 
business will not be achieved in 
color receivers in ’54,’”’ Dr. Baker 
said, “pilot rums should result in 
total industry sales of about 100,- 
000 receivers at prices ranging be- 
tween $800 and $1,000. 


a “GE,” he said, “will produce a 
color tv console model in limited 
quantities for shipment to distrib- 
utors starting about mid-year. 

“The strong demand for radio 
receivers is expected to continue,” 
Dr. Baker said, ‘and current esti- 
mates for 1954 industry production 
are placed at 7,600,000 home and 
portable sets, with a retail volume 
in excess of $230,000,000. 

“The growth of new tv stations 
in 53 exceeded our most optimistic 
forecast of a year agu,” he said. 
“By the end of °53, about 350 sta- 
tions will be operating. We should 
have over 550 stations in operation 
by the end of 1954. Television then 


/centers and relayed to local sta- 
'tions for rebroadcast in their mar- 
| ket areas. 

“As we progress into the year, 
this key-network station program- 
ming will be increased and local 
tv stations in some areas will be- 
gin installing equipment, first for 
the transmission of color slides and 
film, then in some cases additional 
equipment for the production of 
local live studio programs.” 


es Equipment which will allow 
optimum quality rebroadcasting of 
network programs by local tv sta- 
tions will be made available by GE 
in the first quarter of 54, Dr. Bak- 
er said. 

He predicted that the electronics 
industry will sell an estimated 
$60,000,000 worth of communica- 
tions equipment in ’54, including 
a two-way radio, microwave and 
carrier current apparatus. Two- 
way radio sales are expected to ac- 
count for roughly two-thirds of 
jthis market next year, he said. 


Fords Bow Before 
Dealers in Color 
CinemaScope Film 


CuHIcAGo, Dec. 22—Sales promo- 
tion took to the wide screen here 
yesterday as Ford Motor Co. 
showed its 1954 line to dealers. 

Thirteen hundred franchise 
holders and their salesmen saw 
Ford’s CinemaScope auto and 
truck presentations in a Loop the- 
ater. The first company to use 
CinemaScope commercially—Ford 
signed a one-year exclusive con- 


tract—the car maker is scheduling | 


a series of more than 30 such 
showings. 

Heid together by a story line 
following a dealer’s inspection of 
the company’s River Rouge plant, 
the color film includes a velvet- 
and-satin unveiling ceremony even 
more flashy than those usually 


presented at major motor shows. | 


Wilding Picture Productions made 
the film. 


e Major changes in °54 Fords are 
a new 130 hp. overhead valve V-8 
engine and ball-joint front sus- 
pension. Stylewise, the plastic- 
roofed design introduced in the 
54 Mercury has been adopted by 
Ford. The latest lure for women 
drivers—joining power 
power brakes and automatic trans- 
mission—is the substitution of 
flashing red and green lights for 
the generator charge meter and oil 
pressure gauge. 

Prices are expected to be about 
the same as those of 1953 models, 
and will be announced when the 
cars arrive at showrooms next 
month. 


RCA Victor Boosts O'Donnell 


Frank O’Donnell, editor of the 
company’s “Picture Record Re- 
view,” has been named advertis- 
ing and promotion manager for 
the RCA Victor custom record 
division, New York. He succeeds 
Bennett S. Rosner, who will now 
concentrate on his duties as ad- 
vertising services manager of 
RCA’s commercial record depart- 
ment. 


steering, | 


Paul Smith Heads 
Crowell-Collier 


New York, Dec. 22—Paul C. 
Smith, 44, former general mana- 
| ger of the San Francisco Chronicle, 
|who joined Crowell-Collier Pub- 
| lishing Co. last May as a v.p., be- 
| comes president of Crowell-Collier 
| Jan. 1. 

Mr. Smith succeeds Clarence E. 
Stouch, who moves up to chairman 
|of the board, replacing Albert E. 
| Winger. Mr. Winger is retiring 
after 40 years with the company. 


|years later was named executive 
editor. He became editor-in-chief 


in 1936 and in 1937 was named edi- | 


tor and general manager, posts he 
|resigned in December, 1952. 

Mr. Stouch, who will continue 
|as president of Publication Corn., 
trustee of the Knapp Foundations 
‘of New York and North Carolina 
and a director of various other 
corporations, became Crowell-Col- 
lier president in 1951. At that time 
| he succeeded Mr. Winger, who was 


/named board chairman. 
| 


Easy Off to Boyle-Midway 


Boyle-Midway Inc., New York, 
has acquired Easy Off oven clean- 
er from the stockholders of Wol- 
cott Co. Boyle-Midway said _ it 
plans “increased sales volume 
through more merchandising and 
advertising.” Geyer Advertising 
will handle the account. 


Mignin to Cleveland Office 


F. P. Mignin Jr., formerly Chi-| 


cago district manager of Industrial 
Publishing Co., Cleveland, has been 
appointed manager of a new Cleve- 
land district office which will 
serve Ohio, Michigan, Kentucky, 
western New York: and western 
Pennsylvania. 


Johansen Named Sales V. P. 


William Johansen, general sales 
manager of Magnesium Co. of 
America, East Chicago, Ind., man- 
ufacturer of magnesium handling 
equipment, has been elected v.p. 
‘in charge of sales. 


Mr. Smith joined the Chronicle | 
| selling idea for retail stores,” Mr. | 
| Holt said. “We are trying to give! 
them ideas for moving merchan- | 


\ fbi, yiwesar 
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PINK CANARY—Munsingwear will run ads 

like this during 1954 in Vogue featuring 

its nylons, which come in such shades as 
Pink Canary, Nosegay and 24-karat. 


Munsingwear Shifts 
Ad Approach; Sets 
$1,200,000 Budget 


MINNEAPOLIS, Dec. 22—Mun- 
singwear Ince. is increasing its ad- 
vertising space by 20% in 1954, 
according to Roger Holt, adver- 
tising director. 

The company’s total ad budget 


for next year will be about 
$1,200,000, Mr. Holt said. 
Munsingwear’s 1954 program, 


which shifts the entire emphasis 
of the company’s advertising, was 
disclosed at a meeting of the 
firm’s U. S. and foreign sales rep- 
resentatives. 


Billings, California Admen Tell ‘AA’ 


By Kenneth MacDonald | tional business through advertising 


Most of the space will be placed 
in Life, which will carry 36 Mun- 
singwear displays during 1954. 

The women’s wear ads in Life 


tricot products, while the men’s 
ads will emphasize knit briefs and 
Munsingwear’s nylon neck T-shirt. 
Other ads will feature boys’ and 
girls’ wear, women’s hosiery and 
foundation garments. 


will be devoted entirely to nylon) 


ws Other phases of the campaign | 
include four ads in The Saturday 
Evening Post, 12 in The New! 
Yorker, four in Esquire, 12 in| 
Vogue, eight in Harper’s Bazaar, 
two in Photoplay, two in Madam- | 
oiselle, and an Easter children’s | 
wear promotion in Today’s Wom- 


in 1954 we’re trying to convey, 


dise.”’ 


vertising themes, 


socks and 
briefs and women’s panties. 


bell-Mithun. 


Harvester to Make, Market 
Heil Industrial Tractors 

International Harvester Co.,, 
Chicago, and Heil Co., Milwaukee 
maker of truck bodies, hoists, oil 
burners, truck tanks and road ma- 
chinery, have entered an agree- 
ment under which Harvester will 
manufacture and distribute the 
two-wheel rubber tired industrial 
tractors now made by Heil. Under 
|the contract, Harvester acquires 
the Heil patent covering the prod- 
uct, and Heil will supply the truc- 
tors until Harvester begins its own 
manufacture. 

In addition, Heil will make cer- 
tain types of scrapers and wagons 
for Harvester during the agree- 
ment. Previously marketed as 
Heiliners, the product will now 
carry the International Harvester 
trade name. 


Joins Simmonds & Simmonds 


Waldo C. Jackman has been 
named v.p., St. Louis branch of 
Simmonds & Simmonds. 


Munsingwear’s agency is Camp- 


San Francisco, Dec. 23—The 
majority of Northern California 
advertising agencies will enter the 
new year with cash, clients and 
confidence. 

AA checked top executives of a 
cross section of the 141 large, 
small and medium agencies to de- 
termine what effect expiration of. 
excess profits tax will have on 
their business. 

(On Dec. 7, AA reported the ac- 
tion of Lou Maxon in slicing some 
35 employes off his agency pay- 
roll. He placed the blame for the 
cut-back almost directly on the 
approaching death of the EPT.) 

Reaction in San_ Francisco 
ranged from the minority predic- 
tion of “possibly a 5 to 10% drop 
in billings” to the explosive “Ex- 
cess profits tax be damned. Our) 
clients spend money for advertis- | 
ing to return them a fair profit, | 
not to avoid paying taxes.” | 

| 
a With very few exceptions, | 
Northern California agency execu- | 
tives expect 1954 efforts of their | 
clients to develop new and addi-| 


to be as large, if not larger, than 
those during the year just ending. 

All of the agencies find them- 
selves in a good, strong cash po- 
sition, ending the year with “com- 
fortable”’ profits and satisfactory 
listings of clients with “healthy” 
advertising budgets planned for 
the new year. 

Much of the cheerful and expan- 


|sive confidence is based on predic- 
tions of 


continued economic 
growth for the entire West and 
particularly for the Northern Cal- 
ifornia area surrounding San 
Francisco. 

Jesse W. Tapp, exec v.p. of the 


huge Bank of America and 1954 


president-elect of San Francisco’s 
chamber of commerce, is an econ- 
omist whose predictions have 
borne fruit in the past. 

With 14,000 new residents a 
month expected to move to North- 
ern Cailfornia next year, he esti- 
mates that the San Francisco Bay 
area population, now 3,700,000, 
will expand by 120,000 people next 
year. The Northern California pop- 
ulation, now 5,300,000, will in- 


‘crease by 170,000. 


MD Says It’s Myth 
That Business Men 
Live Killing Pace 


HARTFORD, Dec. 22—The com- 
monly held opinion that the Amer- 
ican business man lives at a pace 
that kills is a myth. 

That’s what Dr. Harry E. Unger- 
leider, director of medical re- 
search for Equitable Life Assur- 
ance Society, says. 

He bases his conclusion on life 
insurance mortality figures. Dr. 


|/Ungerleider points out that men 


carrying large policies, who may 
be considered representative of the 
executive group, fare no worse 
than others insured for smaller 
amounts. 


® He notes, also, that “deaths from 
cancer, suicide and violence are 


an. | about the same in the large amount 
“In all of our 81 advertisements | 


policy groups as among insured 


jlives in general, but, surprisingly, 


deaths from disease of the heart 
and circulatory system, including 
apoplexy, are significantly low.” 

Dr. Ungerleider said that execu- 


| tives cannot be viewed as a homo- 
With point of sale material and| geneous type, often depicted in 

suggestions built around the ad- | caricature. 

Munsingwear 

also is introducing new point of) problem that is unique to the ex- 

sale racks for men’s and boys’) ecutive as distinguished from oth- 

for packaged men’s er industrial employes or the pop- 


“There is no particular health 


ulation at large,” he said. 
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FOR THE ROAD—When you hove that last 

one, “please make it coffee,” Seagram- 

Distillers Corp. says in this seven-column 

ad, scheduled for 51 major markets Dec. 

31. Warwick & Legler, New York, is the 
agency. 


Mr. Tapp anticipates the needs 


‘of this larger population as 3,170 
|/new operating business firms. 


He also predicts that new in- 
dustrial development next year in 
the area will equal or exceed the 
1953 record of more than $240,- 
000,000. 


@ “I can see no reason whatsoever 
why the tremendous growth of the 
West Coast and of Northern Cali- 
fornia should not continue,” says 
John H. Hoefer, v.p., Hoefer, 
(Continued on Page 60) 


CBS Will Give Up 
a Station to Get 
TV in St. Louis 


WASHINGTON, Dec. 22—-CBS has 
told the Federal Communications 
Commission that it will give up 
other tv properties if necessary in 
order to get a TV construction per- 
mit in St. Louis. 

One of three applicants compet- 
ing for Channel 11 in St. Louis, 
CBS already has the maximum 
number of tv ownership affilia- 
tions allowed under the commis- 
sion’s monopoly rules. 

Competing applicants had urged 
FCC to bar CBS from further 
competition in the St. Louis hear- 
ing, but the network said it would 
like to have St. Louis in preference 
to one of its existing properties. 


® CBS did not indicate which of 
its properties it will relinquish, in 
the event it were to get a St. Louis 
permit. Currently it owns stations 
in New York, Chicago and Los An- 


| geles, and has minority holdings in 


stations in Washington and Minne- 


'apolis. 


Meanwhile, FCC turned down 
a petition that it cross out the two 
unoccupied low-band stations cur- 
rently earmarked for St. Louis, 
and substitute high-band channels. 
The petition had been filed by a 
high-band applicant who contend- 
ed the city would benefit if it could 
have a number of high-band sta- 
tions. 

CBS and other low-band appli- 
cants who opposed the petition 
pointed out that the Pulitzer Pub- 
lishing Co., which operates KSD- 
TV on Channel 5, would be the 
only low-band station operating 
commercially in the area and 


would have a monopoly in its part 
of the spectrum. 
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‘Judge’ Isn't Dead 
Yet, Laux Reports, 
But Angel Is Needed 


New York, Dec. 23—Judge, 
humor weekly which hasn’t pub- 
lished since Nov. 16, when it de- 
cided to go twice-monthly, may 
be breathing its last—but it is not 
yet embalmed. . 

David N. Laux, head of the mag- 
azine, told AA today there ié “a 
chance we can bail out.” He said 
that “a fairly important publish- 
ing house” has shown an interest 
in buying in and that “Judge could 
be made into something big if we 
get the funds to put into it.” 


s The magazine, which put out 
four 32-page issues with an aver- 
age of six pages of ads and sold 
close to 50,000 copies out of a press 
run of 200,000, was beginning to 
show signs of life in its last issue, 
according to Mr. Laux. 

“The first issue was bad, the 
setond worse, and the third ter- 
rible,” he said, “but the fourth is- 


‘sue bounced up past the first. In) Warren Isham Opens Own 

ithe past ten days we got $900 in Agency in Long Beach, Cal. 

| subscriptions at $10 a throw. These Warren P. Isham Advertising, a 
came straight out of the book, as new agency, has opened offices at 
low-pressure as you can get, with 1084 Atlantic@Ave., Long Beach, 
$10 a year about the highest price|Cal. Warren P. Isham, formerly 


you could ask.” - 
Mr. Laux said Judge could “go| 
on to pretty big things” if an in-| 
vestor came into the operation; 
otherwise “it is being buried.” 


Raytheon Promotes Klein 

Richard O. Klein, previously v.p. | 
and general manager of Raytheon 
Distributor, Chicago, has been pro- 
moted to the new post of director 
of marketing of Raytheon Mfg. 
Co.’s radio-tv division and also to 
assistant v.p. of the company in 
Waltham, Mass. He will supervise 
advertising, sales and service. 


Monsanto Promotes Two 

Michael H. Sloman has been 
promoted to director of promotion | 
for Monsanto Chemical Co.’s mer- | 
chandising division in St. Louis, | 
and R. Allan Gardner, advertising| 
‘and sales promotion manager of. 
the division, has been promoted ito 
sales manager for its agricultural 
products and surface coatings. : 


general sales manager for Califor- 
nia Bench Co. Los Angeles, heads 
the firm, which will handie publi- 
city for the 1954 Long Beach Heart 
Fund Drive and the Harbor area 
observance of National Printing 
Week. 

Isham will handle advertising 


| for Old Colony Paint & Chemical 


Co.; Bernstein’s Salad Dressings; 
Bonzer Mfg. Co.; Diamond Cab 
Co.; C. Standlee Martin Oldsmo- 
bile; Selma Meat Products Co.; 
Yellow Cab Co.; Finwall Electric 
Oil Refiners, and Stan Mar In- 
vestment Co. 


Sage to Humphrev, Alley 
Albert W. Sage, t.~merly sales 
manager for Jackson China, has 
joined H. B. Humphrey, Alley & 
Richards, New York agency. 


Kleppner Co. Moves 

Kleppner Co., New York agency, 
has moved to new offices at 488 
Madison Ave. 
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128,300 potential TV homes, with an EBI of $505,153,000 
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Advertising Age, December 28, 1953 


Santa calls on agencies. Chicago admen receive a Christmas visit from 
a man who says he has an account to deliver. After wining and din- 
ingbe visitor, however, agencies learn the “advertiser” never heard 

of the guy Page 1 

Two per cent is too littie. Vick Knight is closing his Los Angeles ad 
shop, slightly disenchanted because it doesn’t net more than 2%. 
Billings are nearly $300,000 

Cancer study funds asked. Gov. Vewey 15 prepdiing a iequest for a 
$2,000,000 appropriation by the New York legislature to investigate 
possible tobacco-cancer ties 

Map million-coupon promotion. Twelve food products will join in a 
coupon mailing next March. Premium offers will be included . Page z 

EPT repeal won’t hurt. California admen are confident that tightened 
competition will help keep ad budgets up next year, despite the end 
of excess profits tax 

Predicts 100,000 color tv sales. GE’s electronics general manager ex- 
pects that 5,200,000 b&w receivers will be sold, 100,000 color sets 
marketed in 54 

Biggest toy year yet. Small fry this year get their hands on nearly 
$900,000,000 of playthings in the biggest buying splurge in history. 
Ad spending hits $20,000,000 Page 6 

Genius isn’t dead. Gray & Rogers senior partner believes today’s copy 
is the best by far. He says there are dozens of writers now for each 
Oe ee IIE, ocr. did cis ds co a ce ksoa Se bicdaacucaut 

Indoor display gains value. Melrose Distillers’ sales promotion head 
says modern fast pace has killed traditional window displays, made 
inside push more important Page 21 

British advertising needs p.r. Chief of the British advertisers society 
urges university training in advertising, campaign to overcome pop- 

_ ular idea that the business is “obscene.” Page 30 

Trailer sales cheer industry. Volume in ’53 hit $300,000,000, just under 

| the record, and “mobile home” makers are happy, convinced they 

have a firm foothold in the housing market 
TV bribes skyrocket costs. Under-table payment to production crews 
_ is based on radio practice, but larger crews make it a heavy burden, 
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levels, due largely to a public relations campaign that is long-range, 
| thorough Page 44 
TV tape poses new problems. The Eye and Ear man comments that 
| RCA’s new magnetic recording device has appeal, but will bring 


questions agencies must decide .................ccceceeee Page 47 
REGULAR FEATURES 

| Advertising Market Place ....58 Looking at Retail Ads ........ 50 
Along Media Path .......... 64 Magazine Linage ............ 43 
| Chain Store Sales ............ 55 Merchandising Devices ...... 24 
Coming Conventions ........ 42 PRONE voc icecececcces 62, 65 
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| Department Store Sales ...... 14 Production Tips ............ 50 
NS fe odkco ns Bx -0% ka 340008 12 NE, ig bi ads cae eons 12 
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| Eye and Ear Dept. .......... 47 This Week in Washington ... .61 
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Getting Personal ............ 16 What They’re Saying ........ 12 


Names Calvin Wood Rep serve as a publishers’ representa- 

Calvin D. Wood, who recently | tive, has been named special rep- 
\established his own office at 988|resentative for Pacific Export- 
| Market St. in San Francisco to'Import News. 
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DU PLICATE ORIGINAL 


PROCESS ENGRAVIN GS 


AT IMP¢ IRTANT SAVINGS : 


lusive development. 
nsertions 0 

simultaneously 
to furnish 


An exe 
Where multiple i 
the same ad break 
it is now possible 
each publication its own 
originals and progressive 
proofs at a cost only | 
slightly above patent-ty pes. 
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Black & White 


a A Color Work « Outstanding 
600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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99th in a series 


In the Herald Tribune 
you can be sure 
your audience has 


BUYING POWER! 


77.3% of Herald Tribune fami- 
lies have incomes of $5,000 a year 
or more! 


9 out of 10 working members of 
Herald Tribune families are in 
managerial, professional or re- 
lated activities! 


| OP) B 


47.6% of Herald Tribune fami- 
lies in New York City and sub- 
urbs own their own homes! 


Why waste time and money on prospects you know nothing about? 
You can cut advertising costs and increase profits by 


concentrating on the Herald Tribune Quality Market...the market 


of customers as well as readers. 


Herald Tribune readers own bet- 


ter than 8 cars for every 10 
families! 


Today, this Herald Tribune markei is bigger and offers more profit 
potential than ever! The new Herald Tribune 1953 Home Study 
proves it...shows the new peaks in buying power for goods at every 


price level that Herald Tribune families have reached! 
It’s a sure way to aim your advertising at New York’s biggest 


buying power...and a sure way to boost profits...in a 


market that now is Five and A Half Billion Dollars BIG! 


NEW YORK 


evald Tribune 2m 
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Radio-TV Group Alters Name Two Named B&B Directors 


Benton & Bowles, New vor, LOY Sales Near 


Washington, the radio-tv station’ announces the election of Brown 


Westinghouse Radio Stations, 


Advertising Age, December 28, 1953 


half a billion dollars for playthings 
to entertain junior and his parents. 
About 60% of total retail toy 


as subsidiary of Westinghouse Bolte and Alan Sidnam, both ‘sales take place between Thanks- 
lectric Corp., has changed its v.p.s since 1950, as members of the 00 000 000 M k | rinzi i j 
name to Westinghouse Broadcast- board of directors. Mr. Bolte 1 l ar | dae Goal emanate athe sta 


ing Co. The company operates five joined Benton & Bowles in 1941, 
radio stations and two tv outlets and Mr. Sidnam came to the 
and has applications pending for agency in 1945. 


two more television stations. 


Opens Montreal Oftice 


‘Bantam Books Names Agency 
Albert 


|Freud, president of the Toy Guid- 
‘ance Council, estimates that an 
‘average of $20 was spent on toys 
|this year for every child under 14, 


for New Record 
‘for a total retail volume touching 


New York, Dec. 23—The biggest $900,000,000. Advertisers, accord- 


} 
| 
| 
| 


Frank-Guenther Law,’ 


Donahue & Coe, New York, will| New. York, has been appointed to toY buying splurge in history ing to public relations director 
open a Montreal office in January,| handle a spot radio campaign for draws to a close this week as shop- Melvin Helitzer, increased their 


located in the Castle Bldg. 


'Bantam Books, New York. 


ipers spend the last of more than budgets some 35-40% over last 


WITH sincere appreciation and with deep humility we 


approach the year 1954. 


our appreciation is to the more than 700,000 families 
True Small Towns from coast to coast whose interest in 


GRIT: has set a new high in circulation. 


. our appreciation is to the advertisers and advertising 


agencies who invested more dollars in GRIT than ever before. 


. . Our appreciation, too, is to the men of Scolaro, Meeker 


& Scott, and Doyle & Hawley for their splendid presentation 


of the GRIT story. 


Fully realizing our primary responsibility, we shall strive to 


produce the finest GRIT ever for our loyal readers, and for the 


thousands of new ones we anticipate during the coming months. 


better medium to our present advertisers. 


With a better product, with more readers, we shall offer a 


And to those who did 


not use GRIT in 1953, may we suggest “you can still strike it rich 
in our market.” 


GRIT 


assets. 


President 


PUBLISHING COMPANY, WILLIAMSPORT, PENNSYLVANIA 


year. Total advertising and promo- 
tion expenditure by the toy indus- 
try is estimated at $20,000,000 this 
year. It breaks down into the fol- 
lowing categories: 


# 1. Advertising by local stores 
and manufacturer tie-ins, includ- 
ing business publication advertis- 
‘ing, electrical displays featuring 
‘brand names and other merchan- 
dising gimmicks. Industry sources 
estimate that something like 40% 
of the total promotion expenditure 
goes here. 

2. Catalogs still remain among 
the leading expenditures by toy 
manufacturers. The “Toy Year- 
book,” issued by the Toy Council, 
is the largest and this year had a 
record circulation of 5,000,000 cop- 
ies. U. S. toy manufacturers sold 
1,400,000 copies of a catalog repro- 
ducing the 96 toys featured in this 
year’s mammoth Life ad. Oaks & 
Co. and Billy & Ruth Promotions 
are among those who also publish 
extensively-circulated catalogs. 

3. Newspapers, magazines and 
television, in that order, account 
for the major portion of the re- 
maining advertising expenditure. 


® Generally, this year’s promo- 
tion is highlighted by two features: 
(1) More advertisers spending 
more money, and (2) increasing 
emphasis on building brand names. 
While the toy itself is still the 
leading promotion factor, adver- 
tisers like Ideal, Lionel, Gilbert, 
Amsco and Playskeol are playing 
up their brand names more than 
ever. 

| David Rand of Grey Advertising 
reports that this year’s 13-page 
| Life promotion by the Toy Manu- 
'facturers of the U. S. A.—Life’s 
| largest ad—is the best promotion 
| sellout yet for the manufacturers 
involved. More than 1,000,000 lines 
| of retail tie-in advertising has 
| been run on this promotion, as 
| well as tie-ins on 27 tv stations in 
24 markets. 


| @ Life, the industry feels, has 
managed to corner a major share 
,of toy advertising dollars. This 
_year, Look ran its largest ad in 
_ history and it, too, was for toys— 
|a six-page promotion for A. C. 
| Gilbert Co., through Erwin, Wasey 
& Co. 

| Magazines reporting toy linage 
,increases include American Boy- 
/Open Road, up 60%; Boys’ Life, 
|}up 200%, mostly on a nine-page 
| A. C. Gilbert ad, and My Baby, 
-up 48%. 

More than ever, toys this year 
found their way into drug stores, 
| book stores, stationery stores, 
|hardware outlets and supermar- 
'kets. There has also been a sharp 
increase in the number of inde- 
pendent toy stores in suburban 
communities. 

Interestingly, the country’s larg- 
'est toy manufacturer, Louis Marx 
& Co.—whose business is esti- 
mated at upwards of $50,000,000-— 
| still does virtually no advertising. 


Mutual Promotes Poster 


Henry Poster, formerly manager 
of research for the Mutual Broad- 
casting System, New York, has 
been named manager of the net- 
work’s presentations department. 
His former title will be taken over 
by Walter Stein, who has been a 
member of the network’s plan- 
ning division. Charles King has 
resigned as general manager of 
WKAL, Rome, N. Y., to join 
Mutual as a station relations con- 
tact representative. 


Melrose Promotes Seidel 


| K. H. Seidel, director of adver- 
'tising and merchandising for 
,Melrose Distillers Inc., New York, 
has been appointed a member of 
the advisory and planning board. 


KFMB-TV Appoints Hoag 


Robert B. Hoag is leaving CBS 
Television spot sales to join 
KFMB-TV, San Diego, as com- 
|; mercial manager. 
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He shoots the works for you | 


and tells you all about it! 


ONE OF THE BEST live-bird shooters in 
North America, Robinson bagged this 
pair in Manitoba. He’s a versatile man 


—<  —s JIMMY ROBINSON, Trap & Skeet Editor of 
| Sports Afield, knows what the shootin’s 
all about—clay or live! Jimmy has a way 
with birds as well as words. He’s typical 
of the editors and writers who make 
Sports Afield the authority for fishing 
and hunting. 


* 


ee MPI. y 1 < 


- ig 


\ THE RIFLE holds no mysteries for “Mr. Skeet”. Here A DUCK SURVEY for Sports Afield is an annual 
’ he is with friend Jack Connor and hors de combat assignment for Jimmy. Every year, he follows the 
- moose. No swivel chair experts among Sports quackers from Canada to Mexico — and he’s the 


Afield editors! only one who does. 


SPORUS AULD 


THE AUTHORITY FOR FISHING AND HUNTING 


v7 
a ny. 
HERE’S EDITOR ROBINSON at the Grand 
American Trapshoot this year... his 33rd! 
He’s attended every National Skeet Shoot, ! 
too, since they started in 1935...probably 
knows more shooters and sportsmen than 
any man alive. 
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959 Eighth Avenue, New York 19, New York 
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Sawdon Gets New Address 


Frank B. Sawdon Inc., New 
York, has moved its radio-tv de- 
partment to larger quarters at 270. 


Trade Publications 
Move to Stop New 


Park Ave. Additional space is) : 
needed partly because of Whe in- P ostal Rate Hikes 


creased television and radio ac- 
; clothes, 
which is buying tv currently in 11) 


tivity of Robert Hall 


WASHINGTON, Dec. 283—A group 


markets and plans to add i2 oth- | Jation business magazines today 


ers in the spring. 


‘asked the U. S. district court here 
to issue an injunction to prevent 


TELL AND SELL YOUR STORY 
WITH GENUINE PHOTOGRAPHS 


8x.10's © Post Cards Tip-ons 
Minratures—Portfolios. Business Cards 


THE GROGAN PHOTO COMPANY 
V275 N Baht St) Dansatie. Tire ps 

OMFEAGOOONEICE 

£22 $. Michigan Ave. Phone WEbster 9 4259 


Postmaster General Arthur Sum- 
merfield from raising postal rates 
on their publications. 

Under an order which Mr. Sum- 
merfield has secured from the In- 
terstate Commerce Commission, 
the rate on controlled-circulation 
business publications which weigh 
brs excess of eight ounces is to in- 
crease from 10¢ to 11¢ a pound on 


of publishers of controlled-circu- | 


BERNARD P. GALLAGHER 
for th rchase and sal 
Negotiator———————-4|o4 publication properties 


147 West 42nd St., New York 36, N. Y., LAckawanna 4-1631 


|Feb. 1. The increase will cost; 
/publishers an estimated $250,000. | 
| In a complaint filed with the) 
‘court today, the publishers con- 
‘tended that congressional action 
lin 1948 removed controlled-circu- 
|lation publications from the cate- 
gories of mail which are subject 
to the rate-making powers of the 


ICC. The suit contends that the 
rate for these publications can) 
only be changed by Congress. 
| 
s Publishers joining in the suit| 
include: Chilton Co., Philadelphia; 
| Conover-Mast Publications, New 
York; Irving-Cloud Publishing Co., 
| Chicago; Medical Economics Inc., 
| Rutherford, N. J.; Penton Publish- 
‘ing Co., Cleveland, and Putman 
Publishing Co., Chicago. 


They told the court their publi- 
cations, through National Business 
Publications Inc., their trade asso- 
ciation, had protested unsuccess- 
fully to the Postmaster General 
and the ICC. 
| In asking an immediate injunc- 
‘tion, they warned they would be 
'placed at a competitive disadvan-| 
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tage if the increase is effective. 
They expressed fear also that re- 
classification of controlled-circula- 
tion magazines as third and fourth 
class would be _ psychologically 
damaging because it will cause 
them “to be regarded in the same 
category as circulars and catalogs, 
instead of the same category as the 
paid-circulation magazines with 
which they competed.” 


Johnson Offers Dust Cloth 


S. C. Johnson & Son, Racine, 
Wis., is giving away a pastel-col- 
ored dust cloth with the purchase 
of a pint of Pride furniture wax. 
Campaign for this giveaway will be 
launched Jan. 19 in 150 newspa- 
pers, in magazines and on John- 
son’s regular radio newscasts over 
Mutual. Promotion also will be 
plugged on the Robert Montgom- 


jery theater (NBC-TV) and “Life 


with Father” (CBS-TV). Need- 
ham, Louis & Brorby is the agency. 


Two Elected Auerbach V. P.s 
Martin Schrader and Morton P. 
Trachtenberg, account executives 
at Alfred Auerbach Associates, 
New York, have been named v.p.s. 


“The Full 


ome of a large fleet of tractors which draw trains of hot food to 
workmen in remote parts of the plant.” 


(A special message 
to food and equipment advertisers 
and their agencies) 


Representatives: 


Shades of past presidential campaigns when the orators 
campaigned for the “full dinner pail!’ How times have 
changed! 

The tin dinner pail has gone where the woodbine twin- 
eth. Twenty million workmen in U. S. industrial plants 
are now served hot meals each day from the industrial 
plants’ own kitchens. The bill for inplant feeding runs 
better than a billion a year and is growing rapidly as 
plants move to the outskirts for their own economy plus 
national security reasons. 

The odd looking tractor pictured above draws trains 
of hot food to workmen in remote parts of the Douglas 
Aircraft Plant. Not pictured are the huge kitchens and 
giant cafeterias and the vending machines that enables 
Douglas to give its 50,000 employees their daily hot lunch. 


INPLANT oop manacement 


The Magazine for Industrial Feeding 
and Better Employee Relations 
HENRY PUBLISHING CO., 444 Madison Ave., New York 22, N.Y. 
CHICAGO: John R. Rutherford & Associates, 230 E. Ohio St., WHitehall 4-6715 


NEW YORK: Henry Publishing Co., Plaza 3-0155 


LOS ANGELES: Gordon Simpson, 816 W. 5th St., TUcker 9154 


. Dinner Pail” 


(1954 MODEL) 


An industrial caterer who says he is “‘just a little fellow 
doing a regional business” in eastern states, makes 6 mil- 
lion servings a year, including coffee breaks, and sells 


2 million dollars worth of food a 


year. 


It’s pretty much that way wherever there are business or 
industrial plants with 300 or more employees. 


In the past there has been no magazine devoted exclusively 
to the myriad management problems of these industrial 
eating places—no magazine to carry the advertising mes- 
sages pin pointed exclusively to these industrial buyers of 
feeding equipment and supplies and foods. 

But that will change with February 1954, when 
INPLANT FOOD MANAGEMENT will begin reaching more 
than 8,000 executives who plan the kitchens, dining halls 
and other facilities; and buy, prepare and daily serve the 


foods for 20 million workers. 


Your advertising message will share the forceful impact 


of INPLANT FOOD MANAGEMENT which is 
eagerly awaited by the buyers and policy mak- 
ers in this billion dollar market, who will be 
our readers. Make plans now to be included. 
Call the representative nearest you 
for information—reservations—de- 


sired positions — market data — 
names of advertisers — etc., etc. 


For rates see current issue of SRDS, 
Classification 127, Business Publi- 


cation section. 


The cost per page is less than the cost 
of sending a government post card to 
our list of subscribers. Advertising 


pages close on January 10 for the 
ist issue (February) of INPLANT 
FOOD MANAGEMENT. 


Summerfield Says 


New Team’ Has 
Cut P. 0. Deficit 


(Continued from Page 1) 
Service, including later collection 
‘hours in 300 cities and the intro- 
duction of 3¢ mail by air. He re- 
ported on managerial reforms, such 
as the new program of decentral- 
ized management, and the rehabil- 
itation of the department’s per- 
sonnel policies and personnel man- 
agement methods. 


w Instead of the $746,000,000 def- 
icit anticipated by his predecessor, 
|Mr. Summerfield said he antici- 
| pated a $440,000,000 deficit for the 
| year ending June 30. 

“So far as we could determine, 
these deficits were complacently 
accepted as a matter of course,” he 
wrote. “No one was trying to make 
our postal establishment as nearly 
| Self supporting as possible by effi- 
cient management and by paying 
equitable and realistic postage 
rates.” 

Charles B. Coates and Robert 
L. L. McCormick, Hoover Commis- 
| sion experts, who have written an 
| appraisal of Mr. Summerfield’s 
/record for the magazine, said the 
/new administration has been try- 
|ing to clear away the rubble left 
| over from years of neglect, but has 
not yet fully capitalized on its op- 
portunities. The appraisal praised 
| the steps that had been taken to 
improve the department’s opera- 
tions, but contended that the ad- 
ministration cannot solve the pos- 
tal headache until it decides 
whether the Post Office is a busi- 
ness or a public service. 


a “Except for the deficit, postal 
policy problems would not arouse 
undue public controversy,” the ap- 
praisal observes. “But as it is, im- 
portant segments of the public 
have developed a series of vested 
|interests in the deficit. They in- 
clude, among others, residents of 
‘rural and outlying areas, some 
_ publishers, mail order houses, 
| weekly newspapers, veterans’ or- 
|ganizations, mail advertisers, 
‘church groups and transportation 
| companies.” 

The appraisal concludes that a 
‘decision must be made about the 
/place of the Post Office in our 
| economy. “Until the administration 
/throws its whole weight behind the 
|solution of that one, the Post Of- 
fice Department will never be as 
| efficient and economical as our cit- 
izens want it to be.” 


‘New Ad Council Book Out 


A new 12-page booklet describ- 
ing the relationship between 
broadcasters and the Advertising 
Council in supporting public inter- 
jest projects is being distributed 
'by the National Assn. of Radio & 
Television Broadcasters and the 
council to every radio and tv sta- 
tion in the country. It gives the 
latest information on services, in- 
formation and materials which the 
‘council regularly makes available 
to broadcasters and advertisers in 
connection with council campaigns. 


Supak to Ovesey, Berlow 


Supak & Sons Mfg. Co., Minne- 
apolis maker of Weather Winky 
snowsuits and coats, has appointed 
_Ovesey, Berlow & Straus, New 
/ York, to handle advertising. Mag- 
'azines, business papers, direct 
mail and newspapers will be used. 
Friend-Reiss-McGlone, New York, 
is the previous agency. 


NBC Names Maguire 


Paul A. Maguire, formerly of 
Moloney, Regan & Schmitt, has 
joined NBC spot sales, New York, 
(as a radio account executive. He 
‘replaces Martin H. Percival, who 
transferred to NBC spot sales San 
| Francisco office. 


h 


rr 


rh st ae tlh Seats, ells xh pak 2 SPE BENS ge ed le ake es al 8 op ( Cig Ee i ak oe ke, Colones fe Rea ee Red eae at ig id NI CU Be 9S im I PT eae ee eg ek COR Ft a a a eR: Gt Th oh tear e Qa Ven Bearer o IME? Boxe Sek elle eee Lk.e 3 a th le ame nr Nar trol TE 
eg. SAE NS ere Merny a oS keg meter Super tk cies aia ee A Sn? ha cenit aii, ty tee eee? Bah ey oo ee RN mR hme YL. fp hee Bes Fite Fy! Sacha eegboege tg OS Se ee a ran, Nes Sm Ris ie ‘cS US. Sg eoneiaaad SME patie! Sistas icuet 5 i ine oie oo 2 Ra mame tiee S LET 
east! Se Seam ade, Paw aM edn eM Tee. fC wee eee et, SP SA BASE (er carer ama car ay Potten” 0 eae eee ene ope ame ae ee tee) ep. Mee ae oe hg - ee a nh eg Sse PEA saa Roa ree Oe Ra ie Site eek lt “a REL a RN ores 
Pee eles Sah Uren: apeeticnt Gm jl Ae any iceman bl SS Se ey iaiake . meie pia °F Bi ine Nic Po CRRRE OG pag, ( 1- Loteayee teres ORY RO) Sega eae) Sp weeps! yp aN miacigs “Cmmeentane  S ga U or eden Na ae perce Wel Me ee 5 Shee 
oe pa aN ee peg Re Ee Aenea a5 5 oe av? ee Dey Ses cc ta Ces ingen ie. a see ee: Mare ce beak FEET Osea gn Sie as eee et oa Nie eae eee: gas fey tee becite Ey ae we ree te Rg ae eee ees 2 eararian os ar eat ck 
FONE WER sees cn re nore. ae Tayetee fs), EN ere mee Ra ae US Pot yee are ar oe Fe, gl eae ea : Hi eRe S Ce gee ae SCR Rig dev ae ate NAO. ieee eter ey, Sar ng oan I OM oA Eos Caienettaa ty wate 
Oo we oe ery es ene ee Og ee ee Ce cl eee me eens ae? Yee) oey. ae ee ene Bue ESY a xt Be Gute 
So eee OM sir) Ey ARES See , . 
nat Oe 
fe 
| — 
| ae 
i LL ee 
hile r ee 
see 
nes 
Late 
eS 
sgest: 
Sete 
“fd oss 
Pe Rees 
iy ee 
ooo ao: 
Pewee 
test —— ee eae 
ae 
| | | rr. 
¥ a, 
es 2 —e 
gi a = 3S 
gone - joan eee 
r or eel 
z= ~ er V 
ee 
Ba a ; 
oe 
ae 
ae | 
ae es - 7 
err 4 
7 on 
Mes 7. ~~ 
ight 
ngage % as 
See te i ~ o * } 
Re he 
ee ‘ | 
i Sey . , ee | 
ae “ —, : 
flies . * ———— 5 
aa — —— d 
Safi ae Bere. so 
=, 3 - F oa : eee * nd 
aoe ud Me ve ere oa 
ance fame Perera — se > a —s 
ee eee GS eee PBS Bs peat 8 ie i 
: 3 : a Se Ie ° te BS 
ae: ‘a | 4% = 9 
: ‘ : he ee 
sh ll bly : os » aati 
eh es i uit ii : mT 
pee = : ~_ err yee en ane ’ 
a ie er = 
gor i , ee ‘ 
wy 4 
As <a | ee 
el ee 
oe eae z ee ig 7 . 
= ghee 
aS ee 
f baa 
ae gs 
wee ee 2 
eee 4% 
eae y 
Soe s 
ee \) 
ie ; ye 
" A & 
Se kas —s 
een 
akties \\ 
NRE y 
ba ae 
rape | 
pane C—\_ Se 
‘it Mic - ~— 
Se — eo 
ia ts ; o 
a? as / 4 
 —= 
= / 
ea : 
ae a ] 
aa ode re) | 
tp poe 
ape a { ] 
exe “ 4 yp 
Nee me > < -— 
ees 
Pee d\ h ’ 
Ot hae "4 a = I 
e ae A . 
pan ; Wa 
clawed ‘. ey y ¥ Fh 
Sore y SY 
pane ie . P 
maa ty AR | ) 
=i e . & . _— A | f 4 
eas fag “| Hy |) Z| “as , 
te de ‘£ | ’ 
: iF il 
OE bd Ale 77, 
G/, ive a 
a dita Mn 
oa a pa i 
: Ne Se aie ns 
; ee = it 
4 1 if 
: “sOeeme ter if 
og — s 
: ye. a f 
% e as *Bleveg 
* Sees Sa *elete r / 
% 2 ~ . 
: _— * e 
s 
* eo 
: : 
14 | fon \ 
te Xt A * i 
we ( Cg 
. 
— oe Mr : Cd 
eS a — ee . 
peer aoe ee ” eee , 
eee ewes FS | OL aie 
aa en os i ve eee 2g ; 
. ' | & oe et sia 
ey i |) eee 3a” | 
d J 
" 4 
er Suite 
: ; ‘ 
he ates ; A ; ae : / ~ Ri eae Bee. a: 
, Fie c . ; Z - J : 5 3 rete s$ a" BATES + at Bs hae oe oe : 
Vs Bac j ek & . “ ; ‘ ¢ a a 7 = oa : aE | ; a : Ae et * ey 
Pee tn x ipeoae ts ig Soe TS aa apt raed pe Beas, ees pheno PEt A, PRS ae te ve re rahe BSS S F Benen ute Sig ta ra ae Sea FeO Fh £4: Ak, BS ey Fail, Wi Int eh Cate ee aes eke Si penate elie P 
ee eae che Gere ear ee ce ; An fre iP gf os PS ata rT ce Vg om eC Ye. or NR 1S dec ane, Caen tase. Yo ane ty se Goh, WER Fee Ie er hat eS t ee Ener es ae ee Bi Belo ae ee is * Sar goa Wc Sar ae My Allee ae epi 
Se Cpihagss Sis Mii ae tes F S Ree a rae eed Dt eae. fof Phe tee < 7 sy Megt ae ee Pe. ie Sepa Osim: 2 5 Pr 4 Te ‘ : SAE hae Sate AL oh tee . ood Bert ; f . 5: . ‘ Memes rs : x 2 oe . 
) hg 5 =! . - eet Sea "eer ey et EE Ss Se nw ieee oe eee pL 2 ae ; s a ee eS eae e ; a . ~ : ‘ . ie Be 7 4 oe 
Se a Ne % “pis 7 wy cam Ae « rot a ae : i ars ae a ee rhs F ee A Nt lace * aw Gy, Bagh et ogy a mR Be. - ee. Tae hs sea ‘ Mite < ror 5 Ue Seas See ra +) 


— 


DB mmtiwm Oo § § © 


, 32 9 ome Fs VS oe CUD 


Whether you're playing bridge. or playing for 


higher stakes in business, it takes a fourth. 


Financial, production and engineering skills 
don’t pay off unless they’re backed up by the 
fourth skill— Distribution. 


Nobody ever made money in the manufacturing 
business without that fourth skill, which includes 


sales effort. 


Sometimes management loses sight of this. It 


talks of production at a profit, and yet there 
is no profit until goods are sold. 


It would never think of withholding power 
that is needed to get the most out of plant 
capacity. And yet it frequently holds back on 
the power of advertising when it is needed most 
to help Distribution maintain sales and profit 


levels. 


‘Today there is new thinking at the management 
level in many companies. Distribution is getting 
priority. The old question “How much ean we 
save on advertising ?”’ is being replaced by “How 
can we find more jobs that advertising can do 


to increase sales effectiveness?” 


Ilave you ever put the question to your adver- 
tising agency that way? Try it. Theirs is the 


fourth skill. 


a. 


™ PENTON [Sufins 


PENTON BUILDING « CLEVELAND 13, OHIO 
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1954 AMERICAN BUILDER DIRECTORY 


SECTION THREE 


Where to Buy It Locally 


A DIRECTORY OF MANUFACTURERS’ LOCAL DISTRIBUTORS 


AUBURN MFG. CO. * 
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Here is where you tell them 
Where to Buy Your Product LOCALLY 


Up to now . . . manufacturers have had little or no opportunity to tell builders just where to 


buy their products or equipment in their local building area. This has been one of the 
biggest sales problems confronting every manufacturer serving the light construction 
industry. 


But now... in the April 1954 Builder-Dealer Catalog Directory ... AMERICAN BUILDER 
gives you the opportunity to place your dealer listings in the WHERE TO BUY IT LOCALLY 
Section .. . and at NO ADDITIONAL COST to you! 


FR FE To Full Page Advertisers — 105 Two-line 
or 210 One-liné Dealer Listings in this Section 


This is how the plan will work: for every full page display advertisement placed in the 
April Catalog Directory issue of AMERICAN BUILDER . . . you will receive 105 two-line 
or 210 one-line dealer listings absolutely FREE OF CHARGE! If necessary, additional listings 
may be purchased at $2.50 each, so that you can list all of your dealers. 


This is it. . . the most powerful dealer sales-help ever offered to manufacturers . . . the 
answer to your problem of building better builder-dealer relationships! It’s a natural 
goodwill builder for you . . . and will pay off... in many more SALES. Be sure to list all of 
your dealers . . . (ycu get 105 two-line or 210 one-line listings with every full-page adver- 
tisement) . . . so builder-contractors know where they can buy your products locally! 


1954 AMERICAN BUILDER DIRECTORY 


ALPHABETICAL LIST OF 


SECTION ONE 


Building Products and Equipment 


ABRASIVE PAPER ond CLOTH 


Manufacturers 


[ son aut ABRASIVES 
Klene-Rub Abrasives 


QUALITY SAVES TIME and MONEY 


OO IT GETTER AND FASTER WITH 


GLU-STIX Adhesives 


Here You tell the Builders Who You are 
and What Products You Make 


To further strengthen the tie-in between your dealer listings in the WHERE TO 
BUY IT LOCALLY Section and the PRODUCT LISTINGS Section . .. AMERICAN 
BUILDER offers manufacturers a direct route to bigger and better SALES in 
the light construction industry. 

One, two and three-inch display ads . . . to run in both the Product and 
Dealer Listings Sections . . . are available to any manufacturer wishing to 
complete the tie-in between his Dealer and Product Listings in the APRIL 
AMERICAN BUILDER Catalog Directory. These display ads will be placed 
adjacent to your specific Dealer or Product listings at the nominal cost of 
$35.00 for a one-inch ad; $65.00 for a two-inch ad; and $95.00 for a three- 
inch ad. 

All display ads should be tailored to fit the specific classification they 
appear under . . . and they should be used throughout both sections . . . 
thereby offering you the opportunity to present as many additional sales 
messages as you desire. 

This is the way to obtain maximum product identification! Multiple ads 
. . « Strategically placed . . . all shooting to sell the builder — at the most 
opportune time — when he is in the mood to buy. And remember — these ads 
will work for you throughout the year — for this Catalog Directory is kept 
and referred to all year long. 
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AMERICAN) 


First time available in any 
Light Construction Magazine 


Now for the first time . . . you can let the builders know where to buy your products 
LOCALLY! Here... in the April Catalog Directory issue of AMERICAN BUILDER .. . 
you can get your sales message across to the ‘hard-to-reach’ builder-contractors. And 
furthermore, you can now tell them WHERE TO BUY YOUR PRODUCT LOCALLY! 

Stop and realize the impact of your catalog-type advertisement in this readership- 


stimulating Catalog Directory issue. The builder-readers will come to you . . . in their 
search through the pages of this Directory. . . looking for the products they NEED... 
the products you make. 

This offers an inexpensive way of reaching this biggest of all markets . . . a market 


that cannot possibly be adequately covered by personal selling. Remember .. . it will 


cost you money... IN LOST SALES. . . if you pass up this once-a-year opportunity to 
SELL THE WORLD’S BIGGEST MARKET. 


& 
Plan now . . . to be adequately represented in this April Catalog Directory issue of To be Published: April L 1954 


AMERICAN BUILDER. Take advantage of the 105 two-line or 210 one-line dealer 

listings which you can obtain FREE OF CHARGE with every full page advertisement . Feb 25 1954 
placed in this Directory. Also, remember to use several of the one, two and three- Closing Date: . ’ 

inch display ads in the WHERE TO BUY IT LOCALLY and PRODUCT LISTINGS Sections. For standard color - Feb. 20, 1954 
Follow these suggestions . . . and do a more complete selling job for your products. 


For special color - Feb. 18, 1954 


Besides, it’s a good way of stretching your initial investment over a full year’s time. 


c p f Send today for 16-page brochure completely describing all the new, 
exclusive features of the April Builder-Dealer Catalog Directory. 


Send your Space Reservation Now 


tht , ew AMERIC AN BuILDER Regular Advertising Rates Apply 


A SIMMONS-BOARDMAN PUBLICATION 
79 W. MONROE ST., CHICAGO 3 @® 30 CHURCH ST., NEW YORK 7 


1954 AMERICAN BUILDER DIRECTORY 
: = 


and...here are more sales-stimulating editorial features — designed 


to make this the most Sales-Productive Buying Guide for Builders 
: RIN Et SA A RC ETREe 
atomaoencat peor hy ~ @ Regional Editions — a new feature started with the January 1954 issue . . . 3 ‘custom- 


Here Builders edited’ regional editions . . . Northern .. . Southern . . . Western. 
@ Regional Weather Forecast — by famed Dr. Irving P. Krick. Monthly forecast designed to 


can find your save home builders countless days and dollars. 
BRAND @ Color House — 4-color illustration of exterior and interior . . . complete with block plans 
and specifications of home designed by top-notch architects. 
NAME @ New Products — editorial description and photographs of new products designed to save 
with your time, labor and money for builders. 
@ Ask the Experts — gives factual, concise solutions to problems sent in by builders. 
name and 


Technical Guide — presents the ‘how-to’ solutions to new ideas, innovations which enable 
address builders to keep abreast with changing times. 


® Biveprint Gotefold Plen — shows complete working plans ef Color House .. . giving 
builder first-handed impressions of every detail in its construction. 
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Pressure on Advertisers 


A couple of weeks ago, the Supreme Court ruled that employes of 
WBTYV, Charlotte tv station, forfeited their rights under the National 
Labor Relations Act by distributing pamphlets disparaging the sta- 
tion’s programming. “There is no more elemental cause for discharge 
than disloyalty to the employer,” Justice Harold Burton wrote for the 
majority. 

The decision was an extremely important one, since it covered an 
area in which, all too often, striking workers have done their best to 
convince the public that the company against which they are striking 
is not only indulging in poor labor policies, but is also making 
shoddy merchandise, charging too much, or in some other manner 
mulcting the buyer of its wares. 

Three days after the Supreme Court decision in the WBTV case 
was handed down, Irv Lewis, national field representative, Erie 
Chapter, American Federation of Television and Radio Artists, took 
more subtle, but equally dangerous, action. He mailed a letter to 
sponsors using time on WERC, Erie. 

The letter reported that contract negotiations between the station 
and five staff announcers had been broken off, and that “strike action 
is pending.” There was a strike on Dec. 14, but it was settled by 
midnight with a $5 a week raise and the granting of certain fringe 
benefits. In the meantime, the letter to sponsors said: 

“The union will do everything in its power to avoid a walkout; 
however, in the event of a strike we respectfully request that you 
suspend your advertising with WERC until the points in issue have 
been settled. 

“You may ask, ‘How would the strike of announcers on WERC 
affect me as an advertiser?’ 

“Without passing judgment on whether or not temporary (possibly 
unseasoned) announcers who are hired as fill-in replacements could 
do an effective selling job for your products, let us consider the im- 
pact of sending your message across a picket line into the homes of 
thousands of working people, themselves union members, who know 
what it means to walk a picket line, tighten their belts as they bend 
every effort towards securing for themselves and their families a 
better standard of living. 

“We suggest that you honestly answer the question, ‘How will my 
sales message, appealing to the average working man, be received 
from a struck station across a picket line?’ 

“AFRA has no quarrel with you as a sponsor. .. we request that 
vou accept our suggestions in the light in which they are offered, for 
your edification and protection . . .” 

Sort of secondary picketing by invitation? 


That's the Spirit, General Electric! 


It will come as no surprise, we're sure, that the advertising press 
applauds General Electric’s announcement that its advertising and 
sales promotion budget for 1954 is being boosted some $10,000,000. 
This increase of 20% or so in advertising and promotion budget is 
exactly the sort of news that the advertising business and the adver- 
tising press is certain to cheer lustily. 

But the GE attitude deserves cheers for more than selfish reasons. 
GE says it is “really going after” the consumer market in 1954, and 
that not only makes good news for the advertising field, but for the 
whole country. 

Despite drop-offs in defense spending, and some decline in many 
lines because pipelines have been filled and the urgent need for some 
goods and services has been met, there is plenty of potential consumer 
business to be had. It will, in all likelihood, be a little tougher to 
get next year. But that is precisely why GE’s attitude of “really going 
after” it is to be commended. 

If all business adopts the same attitude, and if it makes intelligent 
and sensible plans to implement its attitude, we can all be quite con- 
fident that 1954 will be another high level year. 


‘clerk to suggest the second item. 
| Look 
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“Mr. Howard? Why, he hasn’t 


“ 


worked here for three hours. . . 


What They're Saying 


Newspapers, Cancer 
and Cigaret Ads 

Stocks of big tobacco companies 
lost approximately 5% of their 
value Wednesday on the New 
York Stock Exchange. The drop 


was directly related, as one com- | 
|creased advertising and 


'expense to hold or increase his 


pany recognized by issuing a state- 
ment on the subject, to a story 
that appeared that morning in the. 
news columns of this and other | 
leading newspapers’ throughout 
the country. 

This story quoted some physi- 
cians who reported at a New York 
scientific convention that there is 
a definite connection between cig- 
aret smoking and the incidence of 
lung cancer in men. Similar but 
less definite reports have been 
given in the past and have been 
printed in this and other news- 
papers. Dr. Van Dellen, our health 
editor, has treated the subject a 
number of times during the last 
three or four years. 

Tobacco companies have some 
of the largest advertising budgets 
in the country, devoted largely to 
pushing the sale of cigarets. The 
next time someone tells you that 
advertisers dictate or influence the 
editorial policies of newspapers, 
ask him about cigarets and cancer. 

—Editorial in the Chicago Tribune. 


A Sweet Setup 

Look in your drug stores. Re- 
lated selling by the salesperson has 
gone to pot. Instead, you have two- 
for-one banded deals because the 
manufacturer can’t depend on the 


in your food stores. The 
giant, self-service supermarkets 
are a monument on the grave of 
persona! salesmanship. Too many 
people back of the retail counters 
are not sales people. They’re order- 
takers. Is that bad? No— it’s good. 
When very little depends on the 
selling influence of the clerk be- 


or even increase their share of the 
market [despite a decline in the 
‘general business level]. 

The low cost producer will have 
‘the greatest opportunity for re- 
ducing his sales prices or using 
part of his cost advantage for in- 
selling 


volume. 


—I. Wayne Keller, comptroller, Arm- 
strong Cork Co., and president, Na- 
tional Assn. of Cost Accountants, at a 
meeting in Chicago. 


Power of Publicity 

The difference between publici- 
ty work and advertising is that one 
requires brains, the other money... 
A release, when used by a publica- 
tion, carries more weight with the 
reader, since the material is ac- 
cepted on the same terms as regu- 
lar editorial matter...No matter 
how highly publicized or adver- 
tised a program may be, it succeeds 
in the end only on its own merit. 
Publicity and advertising can 
quicken a program’s success but 
cannot turn a poor program into a 
popular one. 


—James Nelson, advertising manager, 
NBC Radio, before radio-tv publicity 
class of Columbia University. 


Slogan-Slingers Decried 
Big business is big because it has 
a big job to do for America. Big 
business, like every human institu- 
tion, has some goats among the 
sheep, and decent business men 
will be the first to point them out. 
But, for slogan-slingers to try to 
poison Americans against an insti- 
tution which creates jobs for mil- 
lions, spreads modern conveniences 
among millions and forms one 
great bastion of national defense, 
is doing harm to all Americans. 
—Sinclair Weeks, Secretary of Com- 
merce, speaking before the Congress 
of American Industry, NAM, in New 
York Dec. 2. 


Adds to Advocabulary 


hind the counter—when everything 
depends on the ideas a customer | 


already has in his head when he 
|walks up to 


the counter—who 
could ask for a sweeter setup for 


advertising? 
—Harold Jaeger, v.p. and general 
manager, Geyer Advertising, New 


York, speaking before the Hartford 
Advertising Club. 


How to Hold Markets 

Those companies with the most | 
efficient production methods and 
the most effective and aggressive | 
merchandising program can hold 


Gaggle, you know, is the correct 
term for a group of geese in flight. 
It says so in a publicity release 
from the National Geographic So- 
ciety. Like a “pride” of lions, a 
“pace” of mules, a “murmuring” 


'of starlings, etc. 


We should get up a similar and 
proper terminology for groups of 
admen, like a “hindrance” of cli- 
ents, a “clot” of vice-presidents, a 
“pinpaper” of promotion managers, 
etc. I’m working on it. 


—Wes Jones, U. S. News & World 


Report, in a letter to advertising 


prospects. 


Rough Proofs 


Padded bras are described by a 
British manufacturer as “the 
figure secret of American women,” 
of whom a vigorous minority will 
no doubt enter a dissenting vote. 


* 

GE doesn’t say so, but in an- 
nouncing plans for advertising 
expenditures of $50,000,000 for 
1954 it is prepared to challenge 
P&G’s long-standing record as 
the world’s greatest advertiser. 

e 

A magazine publisher recently 
referred to the “fellow-classmates” 
of his college subscription solici- 
tors, a tautology usually regarded 
as the exclusive possession of 
high school valedictorians. 

o 

Boulder City, Nev., was shocked 
when Kaiser reported the location 
of the Hoover Dam as Colorado, 
but not too shocked to take full 
advantage of the resultant public- 
ity. 

« 

Pillsbury’s $100,000 national 
bake-off is a wonderful promotion, 
as evidenced by the eagerness of 
dozens of other advertisers to 
hitch their wagons to the Pillsbury 
star. 

* 

Is Sonotone fully prepared to do 
anything about the technological 
unemployment which will be cre- 
ated as the result of its introduc- 
tion of the lifetime automobile 
battery? 

* 


Broadcasters are intrepid souls. 
They didn’t hesitate to upset the 
radio apple-cart with television, 
and now with color tv they’re 
dumping a few hundred million 
dollars’ worth of new problems 
into the laps of the industry and 
its customers. 


* 
Gladys the beautiful receptionist 
says she knows that Mickey 


Mantle can bat either right or 
left-handed, and she doesn’t see 
why pitchers can’t be bright 
enough to follow his example. 

= 

“Cigaret advertisers are urged 
by National Better Business Bu- 
reau to adopt a code to eliminate 
unfounded health claims.” 

They’re just about ready to for- 
get the whole thing. 

. 

Bayuk Cigars doesn’t wish 
cigaret makers any bad luck, but 
it is merely suggesting that its 
products are the mildest form of 
smoking because you don’t need 
to inhale. 

« 

“If you have demonstrated sales 
sense as expressed in advertis- 
ing,” starts a help-wanted ad of a — 
Texas agency. 


Well, Jim Woolf lives right 
around the corner in New Mexico. 
« 


The high cost of collecting funds 
for supposedly worthy causes is 
proving a shock to everybody con- 
cerned, except the promoters of 
| these non-profit enterprises. 

* 

The Minneapolis Star and Trib- 
/une includes two travel scholar- 
ships to continental Europe in its 
awards to carrier boys. 

Any chance to get on the staff 
in ’54? 


Copy Cus. 
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THE INQUIRER has been 
Philadelphia’s classified ad leader 
; for 26 years 


of 

- How would you find a new home for an alligator... or 
sell Junior’s old set of bar bells? In Philadelphia, you'd 

- run an ad in the classified pages of THE PHILADELPHIA 

s- INQUIRER. Philadelphians do it so often that THE 

: INQUIRER has led in classified linage for 26 years! 

ht The reason, in a word ... results. Classified advertising 

cO. in THE INQUIRER sells homes, moves used cars, fills 
jobs... brings results advertisers can measure in dollars 


a0 The Voice of Delaware Valley, U.S.A. 
its Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
aff =| ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK & CHAMBERLIN FITZPATRICK & CHAMBERLIN 
m4 342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 1127 Wilshire Boulevard 


Mere, 


when goods 
must be sold- 
get results from... 


“1 Che Philadelphia Pnguiver 


eee a. 


: 


and cents. These results boosted THE INQUIRER’S 
classified lead past the four-million-line mark in 1952. 


For national and local advertisers, this story has a moral. 
What INQUIRER classified advertising can do... ROP 
display advertising in THE INQUIRER can do as well! 
Growth of INQUIRER linage shows more and more media 
men and advertisers appre- 
ciate this. (Note INQUIRER 
national and retail linage 
leadership, too.) 


To sell Delaware Valley, 
U. S. A. most effectively and 
least expensively...sell in the 
pages of THE INQUIRER... 
number-one “market place” 
in America’s 3rd market! 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Michigan 0259 


DELAWARE 
VALLEY, U.S.A. 
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Hotel Dennis Names Agency WBES-TV Halts Operation 
Hotel Dennis, Atlantic City, has) 


named Halsted & Van Vechten, 
Red Bank, N. J., to handle its 
advertising. Gray & Rogers, Phila-| 
delphia, formerly handled the ac-— 


WBES-TYV, Buffalo u.h.f. station, | 
has discontinued operations be-| 
cause of “lack of sufficient funds,” | 
FCC has returned its license to ~ 

cH. 


|Department Store Sales... 


Sales Trail ‘52 for Fourth Week 


count. 


Lenox to Lennen & Newell 

Niemeyer Promotes Fremont 

Leo M. Fremont, since 1948 as-'named Lennen & Newell, 

sociated with Arnold M. Niemeyer | York, to handle its advertising. 

& Associates, Minneapolis-St. Paul | Benton & Bowles, New York, for- 
agency, has been elected a v.p. (merly handled the account. 


Lenox China, Trenton, N. J., has 
New 


WASHINGTON, Dec. 22—U. S. de- 
partment store sales moved up- 
ward during the week ended Dec. 
12 under the impetus of Christ- 
mas buying. But for the fourth 
straight week they lagged behind 
last year’s sales for the same peri- 
od. 


Hitch Your Sales to a Pony 
And Watch Him Pull for You / 


What are you promoting foods, drugs, tooth- 
paste, dairy products, candy? ‘Whatever it ts, if it's 
® consumer Oem and children use it too, you'll 
never believe the downright magnetic drawing power 
of a “Give-a-Pony” promotion. Free Ponies always 
have, and always will, lead the sales promotion 

parade ... with parents, too! You'll see here the 
titimate in store-trafic stimulation. 


And a Pony is very inexpensive compared to the 
omen nt of interest you will create with any other 
prize. 


One or a thousand available immediately. 
Get the full story today .. . write or phone 


Fashion Club Shetland Pony Sales Co. 


749 Rush St. + Chicago 11, Ill, + DEL. 17-7566 


| The Federal Reserve Board re- 
ported a 3% drop in sales com- 
|/pared with the _ corresponding 
week of last year. Sales have been 
off since the week of Nov. 14. 

| In contrast with the over-all de- 
| crease, the Federal Reserve report 
shows that the Boston district reg- 
istered a 2% gain in sales and the 
Minneapolis district, a 3% in- 
crease. Sales were the same as 
last year in the Cleveland district. 


_ticeable in the East where sales 
'in the New York district dropped 


= The slump was particularly no- | 


Week Ended 
Federal Reserve Nov. Dec. Dec. 
| District, Area, and City 28 5 12 
UNITED STATES ............ + -—3 -—3 
Boston District .............. —3 2 2 
Metropolitan Area 
Lowell-Lawrence _...... —8 6 5 


7% —to lead the nation in the sales 
slump. A 6% lag in sales was re- 
ported in the Philadelphia district. 
New York City alone had a de- 
cline of 10%. (New York newspa- 
pers were still struck during part 
of the week ending Dec. 12.) | 

Although department stores in| 
the Chicago district were swamped | 
with large crowds of Christmas| 
shoppers, sales were down 3%. 

The decline in sales since mid- 
November is expected to slice into 
the 2% gain recorded during the 
first 10 months of the year com- 
pared with the same period for 
1952. 


“ Change from ‘52 
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Helping St. Louisans 1,407,008 Times 
TO BUY, SELL, RENT, TRADE EACH YEAR 


I want, I have, I sell, you buy... 


The wants and wishes of all St. Louis are given 
a gigantic sounding board in the classified pages 
of the Post-Dispatch. 1,407,008 want ads were 
run last year. Lineage in a recent single Sunday’s 
edition totaled 284 tightly set columns. 


ST.LOUIS POST-DISPATCH 


the medium which gives you the most 
thorough and economical coverage 


You Get the of the St. Lovis market 


MOST» 


When You Get the 


‘ 
Oe VACUUM ceanent 
nde, li sbi ite ne 


“tag e ar ¢ 
; Des gust 


ae 
Bes 


bar pitt 
"o 


m rust 


new 
Sin Ar Dore 


Display advertisers can well take a cue from these 
want-ad figures. For whether you want to sell a 
, you'll find the 


single item, a box, or a bargeload 
high local reader-interest of the 


Post-Dispatch . 


consistently paying off. The Post-Dispatch does 
a thorough job of reaching 70°; of St. Louis 


families daily; 74°; on Sundays. 


SALES INDE 


1947-29 equals 199 


Week to Dec. 
Week to Dec. 
Week to Dec. 
Week to Dec. 6, '52*....195 
Week to Nov. 28, ’53*..133 
Week to Nov. 29, ’52*..138 


12, '53*p217 
13, ’52*..224 
5, °53*....190 


*Not seasonally adjusted. 


8 pPreliminary. 


Cities 

Downtown Boston ...... —5 1 1 
Springfield ..................... —1 1 4 
Providence ...............-.... —3 —2 2 
New York District ........ - -2 —7 
Metropolitan Areas 

Buffalo 1 ry7 —2 

Rochester 3 2 0 
Syracuse —l r—2 1 
Cities 

4 ESE oreeon —7 r—4 —10 

|... Se --1 rl —2 
Philadelphia District... -—8 -—3 —6 
City 

Philadelphia .................. —8 r--3 —6 
Cleveland District .......... 7 ro 0 
Metropolitan Areas 

MEN <tdiastapdiscinndssrecininion —7 -—2 —-4 

IIIIIE © Sccksicstniscnccssoant —1 —1 —l 

Cleveland 7 1 0 

Columbus Zoo BS 8 

TI sinteictcientcinsininiscnsons —3 -—4 —1l 

| oer —l1 —-—1 —2 
City 

IIR” Sabiinezassncaceeines bd bd e 
Richmond District .......... -—iI rel —3 
Metropolitan Areas 

IIE... -<inecanisnctionionte —8 —l1 -3 

Downtown Washing- 

II «| eskihidissesishiiusindniaasimiciaiie —2 —4 
Baltimore 2 —5 
RicHMOnNn’  ....002...- 2 0 

Atlanta District —-—5 —l 
Metropolitan Areas 
Birmingham _................. —14 -—9 -—l 
Jacksonville ...............0 —l1 -—-—5 —4 
Miami 1 1 ° 
Atlanta 1 r—2 ° 
PIE iidescenintntatsesericenes —ll —18 —12 
New Orleans ................ —l1 -—-4 -3 
Nashville _............. —2 —9 ° 
Chicago District ore? —3 
Metropolitan Areas 
Chicago .......... aaiiee —5 —3 
Indianapolis 5 0 
| —4 —5 
Milwaukee —1 —3 
St. Louis District .......... —il rt —4 
Metropolitan Areas 
Fen en 2 —4 2 
Louisville 2-7 —-6 
St. Louis —2 -3 —4 
Memphis 4 -6 -—8 
Minneapolis District .... 4 —4 3 
Metropolitan Areas 
Minneapolis-St. Paul ° ° be 

Minneapolis City ...... 3 -—7 4 
St. Pad Cay nncccccress ° ° = 
Cities 
Duluth-Superior 1 —11 3 

Kansas City District ...... —+ -—6 —4 
Metropolitan Areas 
Denver 4 -—9 —4 
Topeka 5 —2 0 
Wichita —4 2 —7 
ke CE: davisecnanicnrssenins 6 —12 —3 
Albuquerque ................ —41 —10 -—3 
Oklahoma City .. —l4 -—9 —9 
TENEIIL. stethcicddindiandainniasnenes —7 —3 —7 
City 
Kansas City ............ —4 —7 4 
Dallas District .................. —— r-3 —4 
Metropolitan Areas 
BIE. | Sindcsksdeviieensinnceevenisten --4 
> ee —5 
Fort Worth -9 
Houston ............. 4 
San Antonio  ....c -—9 —12 -—8 
San Francisco District. —9 r—7I —5 
Metropolitan Areas 
LS ANBOIED 2 ..0csecccccsccece —8$ -8 —6 

Downtown Los Ange- 

eee —4 —7I —7 
Westside Los Ange- 

BD. seckehndanncianeaniintats —8 -—5 —7 
i TD: veccacnstscennstianinnis —17 —12 -4 
San Francisco-Oak- 

SRE isccciecmninnlataniauneinien —5§ —2 —5 
San Francisco City. -—5 -—2 -4 
Oakland City ............ —4 -3 —7 
0, ae —13 -4 —7 
Salt Lake City ............ —12 —13 -—3 
SED septcsnstuseevaceciqurnenans —9 -5 -—2 
TIED. sacccaupcrsiticensenie —9 -—98 -4 
0 re —§ —7 —6 

r-Revised. 
*Figures not available. 
Name Gross Advertising 
The Greater Miami Chevrolet 
Dealers Assn. has appointed 


Charles Anthony Gross Advertis- 
ing, Miami, to handle advertising 
for the “Big Five” dealer mem- 
bers, including Thiel Chevrolet, 
Leo Adeeb Beach Chevrolet, Trop- 
ical Chevrolet, Luby Chevrolet 
and Don Allen Chevrolet. Newspa- 
pers, outdoor, radio and tv will be 
used. 


Mary Chess Changes Agency 
Mary Chess Inc., New York, has 
named Hilton & Riggio, New York, 
to handle advertising of its per- 
fumes and toiletries and promotion 
of its retail shops. The account was 


formerly with Osgood & Hazen. 
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BILLION DOLLAR SPOKANE MARKET 
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THE SPOKANE MARKET 
REALLY MAKES 
A DIFFERENCE 


Git 
ees 


Advertising Representatives Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
los Angeles, Son Francisco, Atlanta. Color Representotives, SUNDAY 
SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 


Accepted as 
Home-Town Newspapers 


the Length and Breadth 
of the Inland Empire 


no am: i 


"Spokane Daily Cheonial e 
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and bigger... 


It’s one of the three 
Must Markets in the 
Pacific Northwest 


Yes, shipments to the Pacific Northwest grow bigger and bigger 
when you cover the Billion Dollar Spokane Market. And no wonder. 
With over a million people . . . with over a billion in net buying in- 
come . . . with over a billion in retail sales—the Spokane Market is one 
of the three must markets in the Pacific Northwest. 


An area as large as the whole of New England but walled in by 
giant mountain ranges on all four sides, the rich Spokane Market 
stands alone in its isolation—a unified trade area virtually unmoved 
by advertising efforts in coastal cities 300 miles or more away. If you 
miss it, you miss the very heart of the Pacific Northwest. 


You reach . . . and sell . . . the big-buying Spokane Market when 
you use a medium as large as the market itself—The Spokesman- 
Review and Spokane Daily Chronicle. Together these two great dailies 
economically deliver the coverage and reader acceptance it takes to 
make advertising campaigns successful . . . together they blanket an 
area half again as large as the states of New York and New Jersey com- 
= of all subscribers receiving their papers by home carrier 

elivery. 


Be sure you reach this important market. Make certain your 
schedule includes these two great dailies that really sell it. Pacific 


_ Northwest shipments will grow by the carload. 
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Delivery. 


to a mass market 


BS) N 


d with class incomes! 

> You receive a special benefit when 
The Elks delivers your sales message 
to its high income readers. 

* The Elks is edited to their special 

, : interests and their liberal way of 

Fs, living, giving and spending. It is 


welcomed and read with high 
interest by its more than a million 
co-owners. They believe in it...they 

buy from it. No other magazine 
offers so much for $2.25 per page 
per thousand. 


MAGAZINE 


New York « Detroit 
Chicago « Los Angeles 


rOe4% 


Giesy to Grant Advertising 
John A. Giesy, formerly ac- 

count executive and production 

manager of House & Leland Ad- 


_ vertising, Portland, Ore., has been 
"+ named manager of the Portland 


office of Grant Advertising. 


_ Peterson Window to Allman 


| 


Peterson Window Corp., Fern-. 


dale, Mich., manufacturer of hor- 


_ izontal sliding aluminum windows, 


has appointed Allman Co., Detroit, | 


, to handle its advertising and pro-| 


e 


motion. 


‘Writes Book on Leadership 
Auren Uris, editor of the human 
|relations division of the Research 


_ | Institute of America, has written 
* a book, “How to Be a Successful 
_| Leader,” published by McGraw- 


A 


4 


>| 


| Hill Book Co., New York. 


JWT Gets Aluminum Import 

| J. Walter Thompson Co., New 
| York, has been named to handle 
|advertising and public relations 
|for Aluminum Import Corp., New 
York, effective Jan. 1. The account 
Was previously handled by G. M. 
pe Co., New York. 


| 
| 


Wanamaker Names Agency 


John Wanamaker, Philadelphia 
and New York, has appointed 
| Dowd, Redfield & Johnstone, New 
| York, and John C. Dowd Inc., 
Boston, to direct its advertising. 


Stanfield Gets Aircraft Maker 
Canadian Pratt & Whitney Air- 
| craft Ltd. has appointed the 


'| Montreal office of Harold F. Stan- 


. 


field Ltd. to direct its advertising, 
effective Jan. 1. 


_'Mademoiselle’ Boosts Hart 


"| Ninki Hart, formerly advertis- 


wae 


‘ing promotion director, has been 
promoted to over-all promotion 
director of Mademoiselle. 


AVERAGE DAILY LISTENERS 


50,000 Watts @® CBS Radio * 


SHREVEPORT LOUISIANA 


by more 
than 202.9%, 


in average 
daily listeners! 


Any way you look at it, KWKH is the Number 1 radio 
value in the big Arkansas-Louisiana-Texas area. 


KWKH gets 202.9% more Average Daily Listeners 
than Shreveport’s second station—yet costs only 60% 
more dollars! 


These audience figures are from the new Standard 
Station Audience Report—the more conservative of 


the two recent audience surveys made in this area. 


Write direct or ask your Branham man for all the 
proof of KWKH’s tremendous superiority. 


KW KH 


A Shreveport Times Station 


The Branham Co., Representatives 
Henry Clay, General Manager 
Fred Watkins, Commercial Manager 
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Getting Personal 


Big feature of the annual Christmas party of J. Walter Thomp- 
son’s Chicago office is the singing of the office chorus, composed of 
some 50 voices, including the baritone of George Reeves, v.p. and 
manager of the office .. . 

Fairchild Publishing Co.’s 
Ralph Jones has been elected 
president of the Headline 
Club, Chicago professional 
chapter of Sigma Delta Chi, 
the journalistic fraternity. 
First v.p. is Claude Walker, 
Forest Park Review; second 
v.p., Jim Brooks, Needham, 
Louis & Brorby; secretary, 
Hal Shanafield, Florists’ 
Telegraph Delivery News; 
and treasurer, Sam Saran- 
topoulos, National Broad- 
casting Co.... 

Passing out cigars for the 
first time is Elbert A. Taitz, 
research and media director 
of William J. Small Agency, 
Boston. To tell about the ar- 
rival of 9 lb., 12 oz. Sherri- 
Elisse, the Taitzes sent out 
newspaper-ad announce- 
ments describing the new 
model, who is on display at 
her home in Chelsea. . 

The Jaycees of Longview, 
Tex., gave the organization’s 
highest citizen award, in rec- 
ognition of industrial and 
civic leadership, to Carl L. 
Estes, publisher of the Long- 
view News and Journal. 
Presentation was made on 
Nov. 18... 

When Alpha Delta Sigma’s George D. Gaw and Chicago chapters 
hold their annual recognition and initiation dinner on Jan. 9, the 
advertising fraternity’s Nicholas cup will go to Clyde Bedell, ad- 
vertising consultant and AA columnist. Guest speaker of the evening 
will be Wesley I. Nunn, ad manager of Standard Oil Co. (Ind.) ... 

Helen Brandt, director of merchandising service for the Merchan- 
dise Mart, Chicago, for the past seven years, has resigned to become 
the bride of James R. McCue, executive v.p. of Western Adver- 
tising Agency. Following the wedding early in the new year, they’ll 
go’'on an extended honeymoon of foreign travel. Hazel Whitaker, 
who has been in charge of the office of the Mart’s “Good Design” 
exhibition, succeeds Miss Brandt in merchandising service. . . 

Ted Yudain, editor of Greenwich Time, afternoon daily at Green- 
wich, Conn., was honored at the All-Stamford Club’s annual gridiron 
dinner the other night. Yearly, the “Fall Guy,” whose identity is 
kept a secret until the dinner, is dressed in costume at arrival time. 
Yudain wore a Horace Greeley era costume. Guests included James 
A. Linen, publisher of Time, and Samuel F. Pryor, executive v.p. of 
Pan-American Airways... 


w 


ON DECK—Mr. and Mrs. Wayne Hall 

stopped for a picture on the deck of the 

S. S. United States as they left for Europe. 

Mr. Hall, sales manager of Town Journal, 

and his wife were joined by their daughter, 

Virginia, and had Christmas dinner in 
Zermatt, Switzerland. 


sisi, 
COVERS THE GROUND—Phil Allen of Rock Products, Chicago, finds his trips 


through North and South Carolina and Tennessee a simple matter, traveling in 
this Cessna which he borrows, with pilot, for covering his territory. 


Edward J. Noble, finance committee chairman of American Broad- 
casting-Paramount Theaters Inc. and chairman of Life Savers Corp., 
has made a $2,000,000 gift to the Edward John Noble Foundation. 
Organized in 1949, the foundation contributes to the support of 
education, charities, hospitals and the needy... 

New England marketing consultant Richard H. Noulton has been 
elected president of the Sales Executives Club of New Hampshire 
... Peck Advertising v.p. Norman Mack received a citation of honor 
from the Fordham University marketing club for outstanding work 
as a guest lecturer on advertising and marketing. It’s the second 
such citation in the long history of the club... 

Some 400 competitors, associates and other friends from the U.S. 
and overseas honored Radio Corp. of America’s president, Frank M. 
Folsom, at a black tie dinner on Dec. 10, marking his tenth anniver- 
sary with the company .. . Irwin Vladimir & Co. v.p. Daniel C. 
Kaufherr recently returned from a trip through Spain, Sweden, 
Holland, Germany and Switzerland ... 
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SHORT COPY ... sales up 400% 


STAYS FRESHER 
LONGER 


“Outdoor Advertising gives us timely exposure, complete coverage and a high 
degree of repetition of our package and sales message in full color while our 
prospects are on the way to shop. In just three years, Krun-Chee Potato Chip 
distribution has broadened greatly and sales have increased over 4007.” 


Gael fer snse 


PAUL ZUCKERMAN 
President 
KRUN CHEE POTATO CHIP CO, 
Detroit, Michigan 


One of a series of advertisements promoting o better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS « CENTRAL OUTDOOR ADVERTISING CO., INC, «+ THE PACKER CORPORATION 


servin one-fifth WALKER & COMPANY «¢ UNITED ADVERTISING CORPORATION «© WHITMIER & FERRIS CO., INC, 
rving ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV. CO. « E. A. ECKERT ADVERTISING CO. 
of the nation’s. PORTER POSTER SERVICE *» SLAYTON & COMPANY «© THE HARRY H. PACKER CO. + BORK POSTER SERVICE 
consumers SUNSET OUTDOOR ADVERTISING CO. « BREMERTON POSTER ADVERTISING CO. « C. E. STEVENS CO. 


CONSOLVO ADV. CORP. «© LEHIGH ADV. CO. © MARYLAND ADV. CO. «© AMERICAN ADV. CO, 
VERMONT ADV. CO. « STARK POSTER SERVICE »* DONNELLY ADVERTISING CORPORATION OF FLORIDA 
STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK CITY 22 
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AVERAGE FAMI 


SOUTH BEND, |! 
YONKERS, N.Y. 
SACRAMENTO, CAL. - 
BERKELEY, CAL. - 
FLINT, MICH. 
TOLEDO, oOHio . 
CHICAGO, WL. 
DETROIT, MICH. 
SEATTLE, WASH. - 
SAN FRANCISCO, CAL. 
OAKLAND, CAL. 
WASHINGTON, p. C. 
MILWAUKEE, wis. 
eLIZABETH, N. J. 


aE yh Se 


Ly INCOME FOR 
LEADING CITIES 
ND. . - $4349 


. 


orrce oF 
OIRECTOR OF SALES 


4219 Bend is higher than that of any other major city in the 
4106 country! Every one of these families reads the South Bend 
4084 Tribune. W rite for free market data book, “Test Town, U.S.A.” 
4002 
3968 CE 
= ec 
3955 
Soulh Bend 
3923 
3820 ; 
3800 The South Bend, Ind. Market: 
° 3800 7 Counties, 1/2 Million People 
3792 F. A. Miller — l’res.and Editor Franklin D. Schurz — Secy. and Treas. 
aves STORY, BROOKS & FINLEY, INC. » NATIONAL REPRESENTATIVES 


SOUTH BEND, IND.! 


Nobody, but nobody, beats South Bend on average family 
income. Now “Look Magazine” has published some facts and 
figures which say it again (“How Does Your Income Rate?” 
Oct. 20, 1953). The $4349 average family income in South 
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Sealube to Packard & Kraft 


Sealube Co., Worcester, Mass., 
developmental and manufacturing 
chemist, has named Packard & 
Kraft, Worcester, to handle adver- 
tising and public relations for 
ZRC, new corrosive resistant coat- 
ing for iron and steel, Parlac finish 
coating and Concoseal, chlorinated 
rubber paint. 


Mactfadden Group to Use Roto 


Advertising forms in the front of 
all True Story Women’s Group 
magazines of Macfadden Publica- 
tions, New York, will be printed in 
rotogravure, effective with the 
March issue. Monotone, two-color | 
and four-color rotogravure will be) 
available, on coated stock, with no! 
extra charge for bleed. 


Researchers Can 
‘Rate’ City Blocks 
with Housing Study 


NEw York, Dec. 22—Pick a city 
block—any one of 275,000 blocks in 
any of 105 major cities. Then 
refer to a pilot study just com- 
pleted by Stewart, Dougall & As- 
sociates and S-D Surveys, mar- 
keting management and research 
companies, and you can find where 
your selection rates on a scale 
that ranges from near-slum to 
great concentration of wealth. 

The study, using a classification 
/ranging from numeral 1, which 


\indicates near-slum living condi- 


| 


WWTYV, Cadillac, to Bow 

WWTYV, Cadillac, Mich., began 
a regular schedule of test patterns) 
Dec. 21 on Channel 13. Program 
operations will begin Jan. 3. The 
station will be opereted by Spar-| 
ton Broadcasting Co., a wholly | 
owned subsidiary of Sparks- With- | 
ington Co., Jackson, Mich. | 


ai las “pony 
‘factor in . -. 


WALLACE SIILVERSMITHS 


WALLINGFORD, CONNECTICUT 


August 21, 1953 


AND ADVERTISING 


Mr. Richard A. Hoefer 
Publisher 

House Beautiful Magazine 
572 Madison Avenue 

New York 22, New York 


Dear Mr. Hoefer: 
Twenty years ago - 


wipe aeatt 


that's a long time, isn't it? - 


Wallace Silversmiths advertised for the first time in House 


Beautiful ° 


In 1933 we turned to House Beautiful - and year 


in, year out, Wallace advertising has been constant. 
’ 


d 
ths pride ourselves in being goo 
ee hye y or con said that New Englanders know 


value. Well, Mr. Hoefer, i 
- that i 

twenty years' experience 

pemen, Fe rerularly in House ——. 

magazine of choice for our best prospects. 


it's o' fair to state - from 
=. just good business to 
This is the natural 
It brings the 


right people to our advertisements, economically, and our 


iful deliv 
sales show that House Beaut 
wee ef weir living rooms into retail stores all 


countrye 


ers them right 
across the 


* ' 
House Beautiful has been a steady factor in Wallace's 


growing sales volume, 


A good product and a good magazine have accomplished 


a good deal together in these twenty years. 


Sincerely yours 


Je Fe Banks /« 


Mr. John F. Banks of 
Wallace Silversmiths 


| 


|savings of 15% 


| 


|'@ Previously, 
| study 


'@ Purpose 
provide sales managers “more ef- 


'time and personnel 
| Sample selection and consumer in- 
| terviews 


tions, to numeral 9, highest con- 
centration of money, is based on 
average monthly rentals of rented 
dwelling units and average values 
of owned units. The latter fig- 
ures were tabulated in the 1950 
U. S. census of housing by the De- 
partment of Commerce. 


according to the 
, researchers had no common 
denominator for comparing the 
rental and home value averages 
of the census and were forced to 
examine individually the sam- 
pling possibilities of each city 
block in relation to the objectives 
of the survey. 

With the new technique, one 
consolidated three-digit numeri- 
cal symbol shows the prevalence of 
owned over rented homes, or vice 
versa; the average rental of rented 
units and the average value of 
owned units. 

Correlating these components 
against each other and determin- 
ing the relationship between rents 
and values, it becomes possible “to 
evaluate the rental and ownership 
factors in the light of their true 
relative importance, to compare 
them from block to block and to 
classify each block into one of nine 


grades of a unified code system.” 


of the study was to 


ficient and economical evaluations 


of their present and potential mar- 


kets. By reducing the amount of 


required for 


and limiting market 
studies to smaller aggregate areas, 
to 25% in con- 


| Sumer market research costs have 


| been effected.” 


| 


WALLACE SILVERSMITHS 


have been advertising regularly (and 
profitably!) in House BEAUTIFUL 


for 20 years. More evidence that 


it pays to be a regular 


Cities in the survey include At- 


lanta, Boston, Chicago, Cleveland, 
Dallas, Denver, Detroit, Los An- 
| geles, Minneapolis, New Orleans, 
|New. York, Philadelphia, San 
Fr ancisco, St. Louis and Washing- 
_ ton. 


Carolinas TV Seeks Permit 


arolinas Television Corp., a 


House BEAUTIFUL advertiser! ‘new firm, has filed an application 


with the FCC for a 


v.h.f. station 


;on Channel 9 at Charlotte. Broad- 


casting Co. 


of the South joined 


|Carolinas in seeking the only un- 
| assigned channel at Charlotte and 


| withdrew its 


individual applica- 


tion. WSOC and Piedmont Elec- 


|tronics & Fixture Corp. are 


also 


| seeking Channel 9. 


| 
| 
| 


Pickett to ‘High Fidelity’ 


past five years 


Mansfield E. Pickett, for the 
on the advertising 


and sales staff of the Atlantic 
Monthly and Harper-Atlantic 
Sales, has joined High Fidelity 


c 


c 
B 


t 


sterling. 
ronto, 
count. 


Maga: ine and Communication En- 
gineering, Great Barrington, Mass., 


as director of advertising sales. 


International Names McKim 


International Silver Co. of Can- 


ada has appointed the Toronto of- 
fi 


ice of McKim Advertising to han- 
ile its advertising for 1847 Rogers 
3ros. silver plate and International 
Young & Rubicam, To- 
formerly handled the ac- 


Condit Advertising Moves 


Condit Advertising Art Studios - 


Denver, will move to larger quar= 


ers at 355 W. 7th Ave. 
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WCAN-TV Adds to Power 


E. W. BERGER, formerly v.p. of the Kaiser- 

Frozer sales division of Kaiser Motors 

Corp., has been elected a v.p. of Geyer 

Advertising. He will establish headquarters 
in the agency’s Detroit office. 


Orloff Watch Plans 
First Nationwide 
Ad Drive in 1954 


PHILADELPHIA, Dec. 22—Orloff 
Watch Co., which makes its own 
brand of watches and is distributor 
in this country for Kiensel Clock 
Co. of Germany, will launch its 
first national consumer advertis- 
ing and publicity campaign in 
1954. 

Michael Orloff, president of the 
company, told ADVERTISING AGE he 
plans to spend approximately 


$100,000 in 1954 in an effort to} 


expand distribution and to help 
introduce the Kiensel clock. 

Part of the ad budget has al- 
ready been allocated through the 
Publicity Corp. of America, New 
York, for network radio and tele- 
vision spots and publicity. 

Orloff also plans to use news- 
papers in specific markets and 
insertions in Life, Look, Time 
and women’s specialty books. 


s Mr. Orloff told AA he has not 
yet selected an advertising agency, 
but several Philadelphia agencies 
are being considered. 

The Orloff brand of watches is 
currently sold by large department 
stores and chain jewelry stores 
throughout the country. 

Billings for the Orloff company 
in 1952 were $2,500,000, but ad- 
vertising expenditures have been 
limited to direct mail. 


Ekco Revises System of 
Sales Management 


Ekco Products Co., Chicago 
housewares manufacturing firm, 
will initiate a policy of dividing 
it sales management responsibili- 
ties by factories, as opposed to its 
former method of sales manage- 
ment by product lines, effective 
Jan. 1. 

Under the new setup, Jack J. 
Culberg, assistant v.p. of house- 
wares sales, will be general sales 
manager for Ekco’s Chicago, Can- 
ton-Massillon, O., and Locke’s 
Mill, Me., plants; Donald R. Long, 
sales manager of staple brands, 
will be general sales manager in 
charge of sales for Ekco’s Geneva, 
N.Y., and Byesville, O., plants, and 


| Station, is installing equipment to 


|equipment for broadcasting net- 
| work color tv programs for use 
| next spring. 


Johnson Co. Names Bowie 
u.h.f., L. W. Bowie, formerly associate, 
professor of marketing at St. Am-. 
brose College, has been appointed 
| general sales manager of Erriest E. 
Johnson Co., Davenport, Ia., man- 
ufacturer of candy and cough 
drops. 


WCAN-TV, Milwaukee 


AT LOWEST PRICE 
IN TV HISTORY ! 


increase its power from 22,000 to 
212,000 watts. It has also ordered 


DuBois to Moser & Cotins ‘Photo Trade News’ Moves 

Paul J. DuBois, formerly adver- The Chicago offices of Photo- 
tising manager of Divine Bros. Co.,| graphic Trade News have moved 
Utica, N.Y., has joined the copy|to larger quarters at 53 W. Jack-| 


z : S T ABASH AVE., CHICAGO 
staff of Moser & Cotins, Utica. son Blvd. FILMACK STUDIOS 1323 SOUTH W C < 


NO. 2 IN A SERIES 


23 


led San 


In 1952 Toronto 


Francisco, California In Total 


do you know? 


Retail Sales. (souree: Sales 


Management). 


222,000 buyers in every walk 
of life read THE TELEGRAM as 
their only daily newspaper 


A recent ‘survey of Metropolitan Toronto and 
retail trading zone shows that 222,000) people, 
over 15 years of age, read The Telegram as their 
only daily HEWS paper, 

The Telegram alone can reach this exclusive 
number of prospects (more than the total popula- 
tion of Norfolk, Virginia.) For maximum results 
in your Canadian advertising, be sure to use The 
Telegram, 


S. Edward Marder, who has been 
v.p. in charge of tableware sales, 


will become v.p. in charge of mar- | 


keting. 
List of Paper Reps Out 


Hearst Advertising Service is 
now distributing the 43rd edition 
of the “Directory of Daily News- 
paper Representatives,” which lists 
English dailies in the U. S., Alaska, 
Hawaii, Philippine Islands and 
Canada, with the representative 
of each. Representatives are also 
listed alphabetically and by city. 


Paynter Named Doremus A. E. 

Richard K. Paynter III, for- 
merly associated with Anderson & 
Cairns, New York, has joined the 
New York office of Doremus & Co. 
as an account executive. 


Gordon to Zimmer, Keller 

Dugald F. Gordon, formerly with 
John W. Shaw Advertising, Chi- 
ago, has joined Zimmer, Keller & 
(alvert, Detroit agency, as an ac- 
count executive. 
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Gray Says Today’s 
Ad Copywriting Is 
the Best in History 


PHILADELPHIA, Dec. 22—Today’s | 
advertising copy, even facing some 
glaring exceptions, is infinitely | 
better written and more effective 
than it ever was. ; 

That’s the opinion of Jerome B. 
Gray, senior partner of Gray & 
Rogers, in an article in the De- 
cember issue of “Poor Richard’s 
Almanack,” official organ of the 
Poor Richard Club. 

“What’s more,” he wrote, “for 
every copy giant who hammered 
the rebellious keys of ancient 
typewriters, there are dozens who 
are his writing peers today, and for 
every early advertisement that 
made fabulous sales when Force 
was a breakfast food, there are 
scores that are more fabulously 
effective today.” 


w Mr. Gray said that if you give 
an old copywriter a chance to 
write about his vocation, he prob- 
ably will either state positively or 
imply that today’s ad copy isn’t 
what it used to be. 

Those readers who have their 
contemporary wits about them 
will be grateful that times have 
changed, he declared. 

“It is ironic enough that copy- 
writing, the cornerstone of all ad- 
vertising, should have been per- 
mitted to be eclipsed, even mo- 
mentarily,” Mr. Gray wrote, “by 
the gadgetry and gimmickry of so 
many other phases of advertising, 
but it is sophomoric that it should 
now be discussed as though it were 
a dead art.” 


s Copywriting, according to this 
veteran copywriter, as an art, is 
more alive today than it ever was. 
If any aspect of it is dead, that is 
the attitude of many advertisers 
and ad people to copy’s true po- 
tential, 

He took the art director to task 
for considering one picture to be 
worth 10,000 words, pointing out 
that the artist would have nothing 
to direct if it weren’t for the copy 
written before, during and after 
the art work. 

The contact man, who assumes 
the role of copy critic because he 
knows what the advertiser likes, 
also was taken to task. Mr. Gray 
cautions this department of the 
agency business for not stopping to | 
consider that the copywriter may 
have written copy that would de- 
light the advertiser. 

Mr. Gray criticized the adver- | 


in | the nation 


in income 
per household 


An average annual income of $6,575.00 
per household for Madison and Done 
county; an eight county retail sales 
total of $425 million — sell it best 
with central Wisconsin's first television 


feesented notional! 


HEADLEY REED Ty 


tiser who admits he knows nothing 
about copy, but insists on saying 
things his way simply because 
that’s the way he says them. 


The research man came under pee 


Mr. Gray’s fire as the man “who 
has swallowed the claptrap of 
those camp-followers of advertis- 


ing who perennially make a profit- | 


able but hypocritical pass at try- 


ing to prove that effective adver-| 


tising copy can be written to a 
formula, provided that the formu- 
la is theirs.” 


'Heineken’s Plans First Use 
of TV and News Magazines 


| Van Munching & Co., New York 
‘importer of Heineken’s Holland 
r, is going to use television 
and news magazine advertising 
for the first time since the beer 
was introduced in the ’30s. First 
step is a weather program over 
WITV-TV, Fort Lauderdale, Fla. 
| Other local shows will start shortly 
in Chicago and Los Angeles, and 


|plans for network tv advertising 


'are in preparation. 
| In March, advertising will be 


| extended to include news maga- 

/zines, In the past it was limited 

'to feature magazines and business 
publications. Hirshon-Garfield, 
New York, is the agency. 


Owen to Frankfort Distillers 


Richard C. Owen Jr. has been 
appointed assistant advertising 
manager of Frankfort Distillers 
Corp., New York. Mr. Owen was 
formerly with various companies 
in the package goods field. He will 


| concern himself with Four Roses 
, and Paul Jones whisky brands. 


Advertising Age, December 28, 1953 


Wesley Day Joins PR Group 


Wesley Day & Co., Des Moines 
|public relations consultant, has 
/been elected a member of Public 
'Relations Management Corp. It 
is the 27th public relations com- 
pany to become affiliated with the 
group. 


Samuel Rivkin to Gramercy 

Samuel Rivkin, formerly adver- 
tising manager of Love Bird Dia- 
mond Rings, has joined Gramercy 
Advertising, New York, as assist- 
_ ant to the president. 
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Sardine Industry Resumes Ads 


The Maine Sardine Industry, 
Augusta, Me., which temporarily 
discontinued its campaign recently 
when the season’s pack was falling 
short of expectations, will resume 
its promotion Jan. 11, with radio 
spots on more than 100 stations 
in 44 markets. The industry, its 
eye on the Lenten season, will 
also use American Family, Better 


Living, Everywoman’s Magazine, tributors, 


Family Circle, 
Woman’s Day and The American | 


Weekly, plus Sunday supplements | his duties with Hiram Walker Inc. 


Western Family, company’s products in metropoli- 


Advertising Age, December 28, 1953 


in Denver, Birmingham, Nashville, | 
Atlanta and Columbia, S. C.,) 
newspapers. Batten, Barton, Dur-) 
stine & Osborn is the agency. 


Hiram Walker Boosts Revit 


Raymond Revit, eastern region- 
al v.p. of Hiram Walker Inc., na- 
tional sales organization of Hiram 
Walker brands, has been elected 
president of Hiram Walker Dis- 
which distributes the 


tan New York. He will continue 


Joins Roberts, MacAvinche 


S. D. Cates, formerly associated | 


with Juelene Co., has pone 
Roberts, MacAvinche & Sen 
Chicago agency, to handle ooumallia 
accounts. 


Presto to Gourfain-Cobb 


National Presto Industries, Eau 
Claire, Wis., electric houseware 
manufacturer, has appointed 
Gourfain-Cobb & Associates, 
Chicago, to handle its national and. 


trade advertising, effective Jan. 1.| 


‘Melrose Sales Development Specialist 


Stresses Importance of In-Store Display 


New York, Dec. 22—The trend! 
in store display is away from win- 


dow promotion and toward the | 
interior dis-| 


“point-of-decision” 
play. 

The trend to suburban living, 
the automobile, the hurry-up-pace 
of modern life and one-stop, self- 
service, supermarket 


for advertising effectiveness 
and quality circulation. 


The finest editorial content is just a waste of words 
unless a publication is read by the right people. So 
to make the most of Chilton's editorial excellence we 
stress quality control of circulation. 


Chilton readers are selected under rigid regulations to 
make sure that the advertiser's message reaches those 
who make the buying decisions in the fields Chilton 


serves. 


And because maintenance of editorial ex- 


cellence is the first concern of every Chilton editor, our 
readers know they can find what they want in Chilton 
publications: facts, figures, and news that are both 
authentic and timely. 


This combination of editorial excellence and quality 
circulation makes Chilton publications the ideal at- 
mosphere for advertising the products and services 
needed in the fields Chilton serves. 


AK QCA A AAD 


Be 


Chestnut and 56th Streets 
Philadelphia 39, Pa. ” 


THE IRON AGE ” 
HARDWARE WORLD 


THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY 7 
AUTOMOTIVE INDUSTRIES @ 


HARDWARE AGE e MOTOR AGE 
« DEPARTMENT STORE ECONOMIST 


CHILTON © 
COMPANY 


(incorporates): 


Oo 


100 E. 42nd Street 
New York 17, N. Y. 


* COMMERCIAL CAR JOURNAL 
” BOOT & SHOE RECORDER 


THE JEWELERS’ CIRCULAR-KEYSTONE 
THE SPECTATOR @ 


DISTRIBUTION AGE 


shopping | 
have virtually done away with the | 


once traditional custom of win- 
|dow shopping, according to B. L. 
Riback, director of sales develop- 
ment of Melrose Distillers Inc. 

| The decline in importance of 
the window display, especially in 
the field of alcoholic beverages, 
he believes, has put additional re- 
sponsibility upon interior promo- 
tion. 


w “We in the industry,” he says, 
“must always bear in mind that 
a pedestrian or motorist passing a 
store or a bar is only a potential 
customer. But the person inside a 
store, face to face with a display, 
almost invariably is an actual cus- 
tomer. Consumers will accept any 
,one of a number of advertised, es- 
tablished brands. However, it is 
at the point of purchase that ac- 
ceptance becomes demand. The 
customer is inclined to buy what 
he sees.” 
Mr. Riback says that volume on 
a given brand can be moved up or 
down by as much as 40% simply 
by changing the shelf on which 
| the product is displayed. 


'g Many liquor licensees, he says, 
have already recognized the trend 
‘away from windows and have re- 
|modeled their premises. Space 
'gained from elimination of dis- 
|play windows, they have found, 
‘has proved of greater value when 
devoted to “point-of-decision” dis- 
plays. In fact, Mr. Riback says, 
the idea! is to make the store itself 
one huge display. 

He concedes that display win- 
dows will probably never be en- 
tirely eliminated, but insists that 
the trend is to increase sales and 
profits by devoting a larger share 
of time, money and space to in- 
terior promotions. 


Smith Elected to NBP Board 


Robert M. Smith, v.p. and 
director of sales of Medical 
Economics Inc., Rutherford, N. J., 
publisher of Medical Economics 
and Physicians’ Desk Reference, 
has been elected to the board of 
National Business Publications 
Inc. 


'Franchey Joins Piedmont 


W. A. Franchey, formerly radio- 
tv creative director of McCann- 
Erickson, has been appointed 
managing director of Piedmont 
Advertising Agency, Salisbury, N. 
af 


New York / 
Chicago 
Philadelphia 
Detroit 
Washington, D.C. 
Baltimore 

Los Angeles 


Houston 
Atlanta 


Ebony gives maximum 
coverage at lowest cost 


per dollar! 
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For sheer sales power in the Greater Boston area, you can’t match WEEI’s local personalities. 


They’re the salesmen Bostonians like best, listen to most...the salesmen who make the most calls 


on your customers, with the best results. 


Here’s proof of their prowess: Eight of the Top Ten local programs in Boston are on WEEI... 


P four times as many as there are on all other stations combined ! (Equally convincing, 


WEEI has the largest weekly share of audience and more than twice as many quarter-hour wins as 


all other stations combined !) a, 


If you want to sell anything from avocados to zebras in Boston, WEEI has the talent, the shows, 
the salesmanship and the audience leadership that will make you and your 
product welcome in the most Boston homes. K K 
For entrée, get in touch with CBS Radio Spot Sales or... \ | iT 
Boston « CBS Owned 
Represented by CBS Radio Spot Sales 
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‘Parents’’ Names Hunt 

Parents’ Magazine has named 
John N. Hunt & Associates, 98 W. Cal., whose distribution extends | 
Hastings St., Vancouver, B. C., ‘from San Mateo to King City, has | 
exclusive representative in west-_ jappointed Batten, Barton, Durstine 
ern Canada. The magazine’s ah | Osborn, San Francisco, to han- 
Canadian section will bow with) dle its advertising. 
the March, 1954, issue. 


Sunlite Bakery Names BBDO 


| Refoins Ad Counselors 
Joins Olian & Bronner _ Richard E. Goebel, formerly as- 
Edward Sonnenschein, formerly sociated with Advertising Counsel- | 
associated with Arthur Meyerhoff ors of Arizona, Phoenix, has re- 
& Co., has joined Olian & Bronner,| turned as an account supervisor. 
Chicago, as an account executive Mr. Goebel has been with KTYL- 
and copywriter. |TV, Mesa, Ariz. 


MacFarland, Aveyard to4A’s Hellmanz Joins Robert Orr 
MacFarland, Aveyard & Co.,| Fritz Hellmanz, formerly with 
Chicago, has been elected tomem- | McCann-Erickson, has joined the. 
bership in the American Assn. of copy staff of Robert W. Orr & 
Advertising Agencies. _Associates, New York. 


. BUILDER-CONTRACTORS AREN’T FORTUNE TELLERS! 


TO SELL 'EM - TELL "EM 


Where to Buy It soe 
in the April 1954 Bur 


Builder-Dealer 
Catalog Directory fa 


ERican 


LDER 


Send for 16-page brochure 
for the complete story 


Raiescan Buiper 


+79 W. MONROE ST. CHICAGO 3 * 
30 CHURCH ST. NEW YORK 7 


Sunlite Bakery Inc., San Jose, | 


Advertising Age, December 28, 1953 


Sales and PR Notions... 


; 


e To merchandise its safety com-| 


/pound for use in auto tubes, Rub- 
_berseal Corp., Woodside, N. Y., is 
using a safety theme in the form 
‘of beanies with traffic signal lights 
mounted on top of them. The hats 
go to gas station attendants for use 
as attention getters and premiums. 
|Draw strings on either side of the 
‘beanies operate the red and green 
lights. 


e Reynolds Metals Co., Louisville, 
has gone to the seal of approval 
to promote household acceptance 
of its household Reynolds Wrap. 
The result: A small stamp bearing 
the words “quality protected with 
Reynolds Wrap aluminum pack- 
aging.” 

It is being offered industrial us- | 
ers of foil packaging as a guaran- 
tee to the housewife that she is 
getting the same protection in com- 
mercial food products that she gets 
from her own Reynolds Wrap- 
'stored food. So far, over 40 major 
food producers have contracted to 
|use the seal, Reynolds says. 


e In a deal with Family Circle, 
American Metals Specialties Corp., 


EXANDER 
Cent 


COLORADO SPRINGS, COLORADO 


NEW YORK CHICAGO DETROIT DALLAS 


If Your TV Commercials Arent Pulling. . . 


TAKE YOUR PROBLEMS TO THE PRODUCER OF 
TV FILM COMMERCIALS THAT KEEP PULLING SALES 
FOR 150 NATIONAL AND REGIONAL ADVERTISERS 


SAN FRANCISCO 


HOLLYWOOD 


TO: TELEVISION DIV., ALEXANDER FILM CO., COLORADO SPRINGS, COLO. 
Please Give Me Full Information About Alexander TV Film Commercials 


EE ee ee eee 
No bo 065 660 046.065 0040046600000 
BE cc cceecoasecrccrcvesesesicecas 


So ene 2 © 6.6 2 es £0.42 €¢.6¢ 6 @ 


| Merchandising Devices 


FLAT STOPPER—On display by Texas model 
Marge Schroeder is Rubberseal Corp.'s 
premium for its “stop flats’ tube com-| 


pound. The beanie sports a working traf- 
fic signal light. 


supermarket shopping cart. 


Under the arrangement, the 


nationally branded food packages 
| to executives of 110 leading food 
| field advertisers and agencies. The 
| theme: 
advertised in Family Circle.” 


e “Wie Geht’s” is the title of the 
friendly new booklet being used 
by Aircraft-Marine Products Inc., 
‘Harrisburg, Pa., as a welcome to 
plant visitors and a Christmas card 
to customers. Nicely illustrated in 


Philadelphia, has found a new use ae 
for its Doll-E-Shopper, a child-size | ‘ 


magazine is distributing 300 of the! 
kiddie carts filled with miniature | 


“Products really roll when | 


e The latest play on the Kinsey 
report is out now, courtesy of 
Jackson-Markus Supply Co., Los 
Angeles. As a Christmas gimmick, 
Jackson-Markus is sending to buy- 
ers of its valves and fittings a 
“‘Whimsey Report” on “Buying Be- 


havior of the Human Male.” 


Customers first answer a series 
of questions on Early Training, 
Present Environment, Abnormal 
Situations, etc. (Sample: “At what 
age did you attend your first for- 
mal sales meetings?’’) 

Then they check off one item 
from a sizable Christmas gift list, 
and return. The inference is that 


| they'll get the gift specified. 


,@ One of the most intriguing of 


salesmen’s presentation books is 


| that recently designed for Niagara™ 
|Manufacturing & Distributing 
|Corp., by De Martini Associates, 


Philadelphia. The book has a cor- 
|rugated, transparent Plexiglas 
|cover, reportedly the first ever 
| used. 

Missing no bets, De Martini has 


| also printed it in 20 colors via both 


| te 


FIRST EVER—Alfred De Martini, head of 


|| De Martini Associates, is shown displaying 


what the firm calls the first book to use 
a transparent corrugated Plexiglas cover. 


~- re 


WELCOME MAT—Pennsylvania Dutch pro- 

vided the copy and Amish barns the design 

in this four-color booklet for Aircraft-Mar- 
ine Corp.'s Christmas greeting. 


patterns used on Amish barns and 
houses, the 24-page brochure con- 


“Dutch Country,” the firm and 12 
pages of Dutch Christmas cookery 
ranging from Pfeffernus to Pretzel 
Soup. 


tains a little about Harrisburg, the | 


offset and screen process and has 
made it a marvel of modern 
“glamor” design, including a 
photo of the particular salesman 
on the last of its 18 pages. Niagara 
holds it directly responsible for a 
3-400% sales increase, no less. 


& | Allmetal Screw to Edwards, 


Appoints Stern Ad Head 
Allmetal Screw Products Co., 


|Garden City, N. Y., has appointed 


Edwards Advertising Agency, 
Franklin Square, N.Y., to handle 
its account for trade papers, direct 
mail, and product literature. Fred 
Lange Associates formerly han- 
'dled the account. 


| Max Stern, previously of George 


Hayman Agency, Rockville Centre, 
N.Y., has been appointed advertis- 
ing manager of Allmetal. 


Appoints Harshe-Rotman 
Portable Electric Tools Inc., Chi- 
cago manufacturer of home shop 
and industrial portable tools and 
accessories, has named Harshe- 
Rotman, Chicago and New York 
public relations consultant, to 
handle its public relations. 
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TELCO BUILDING, ROCK ISLAND, ILLINOIS 
Represented ‘by Avery Knodel. Inc 
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Co ..ns, MILLER & HUTCHINGS, 
outstanding quality photoengravers, have 
long backed their firm belief in the power of 
advertising by the consistent use of paid space 
—not only to promote the sale of their own 
fine services, but to help raise standards in 
the graphic arts field. 


HUTCHINGS 


£0 
orPORAT : IMinois 
Avenue * 
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Photoorg ravers 


CHICAGO ! 


Harry Collins’ letter furnishes eloquent evi- 
dence that ADVERTISING REQUIREMENTS is the 
one best medium through which you can reach 
a highly concentrated audience of your best 
customers—the active, progressive production- 
promotion-merchandising workers among 
advertisers and agencies! 


| ar Advertising Requirements 


Published by the publishers of Advertising Age and Industrial Marketing 
200 East Illinois Street, Chicago 11, Illinois te 
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ADVERTISING REQUIREMENTS $ 4 one 
200 East Tllinois street be ‘4 a 
Chicago Ll» Tllinois y si ee 
Dear Mr- Crain: a7 
Now that ADVERTISING REQUIREMENTS wae 
: is rounding out its first year of publications 4% occurs a) eee 
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Ewell & Thurber Shifts V.P. 

Cc. E. (Tex) Rickerd, v.p. of 
Ewell & Thurber Associates, has 
been transferred from the Toledo 
office to Chicago. New accounts 
and personnel in the Chicago office 
will soon be announced. 


| 

Cabell Eanes Boosts Martin 
Donald T. Martin, v.p. of Cabell | 
Eanes Inc., Richmond, Va., 

agency, has beén promoted to| 

executive v.p. and general mana-| 

ger, a new post. 


Fulton to Baird Associates 


Clifford R. Fulton, formerly | 
associated with G. M. Basford Co., | 
has joined the technical advertis- 
ing and publicity staff of Gordon) 
Baird Associates, New York. 
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formerly senior 
|of Tatham-Laird, Chicago, has joined the 
|New York office of J. Walter Thompson 


WILL GRAHAM, 


writer 


| Co. Mr. 

Owens-Corning Appoints Long on Ford 

The western division of Owens- 

Corning Fiberglas Corp. has named | Francisco, to conduct a western 
Long Advertising Service, San campaign using all media. 


Graham will work on assignments 
Motor Co. and Lever Bros. accounts. 


wag Towns, Farms Face 
fe Continued Prosperity - 
fee in ‘54: ‘Pathfinder’ 


PHILADELPHIA, Dec. 23—Except | 
for a slight business slump in some | 
small areas, small town business | 
has been holding up and prospects | 
for the coming year are good. 

A survey made among car deal- 
ers, druggists, jewelers, furniture 
dealers, grocers, dry goods mer- 
chants and lumber dealers in small | 
towns through the country by 
Pathfinder—The Town Journal re- | 
vealed that predictions of a de- 
pression just have not been borne 
out. 

The check was made among 
merchants selected for the purpose 
by national trade associations as 
representing a _ cross-section of 
their dealers in towns of less than 
10,000 population. A total of 103 


towns were covered in the survey. 


8 In 65 of the 103 towns, business 
was as good as last year or better. 
In almost all of the towns which 
reported any drop in_ business, 
there was only a mild decline. Op- 
timism for 1954 was general, even 
among those retailers whose busi- 
ness was off. 

Since the farmers’ prosperity 
plays an important part in small 
town business, store owners were 
‘asked particularly about farm 
i'trade. The answers confirmed a 
‘recent survey made by Farm 
| Journal, companion magazine to 
|Pathfinder, in interviews with 
farmers, bankers, county agents, 
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@ KFYR-TV now offers “impact” 
market penetration into wealthy 
Midwest farm homes —families 


who rank near the national peak 
in buying power, and through 
KFYR radio, have been welded 
into a loyal and profitable audi- 
ence for your sales story. 


CITED FOR LEADERSHIP—Henry Schachte (left), v.p. of Sherman & Marquette, and 

retiring board chairman of Advertising Research Foundation, presents a citation for 

outstanding leadership to H. M. Warren, v.p. of National Carbon Co. and a former 

ARF chairman, on behalf of ARF directors. Mr. Warren has served on the ARF board 
since 1948 and was chairman from February, 1949 to December, 1951. 


college farm economists, Federal, 
Reserve farm men and railway} 
agricultural agents. 

Here are the farm findings: 1953 | 
will still be a high-income year} 
for farmers despite readjustments 
in prices; most farmers are still) 
well enough off to pay cash for| 
new furniture, jewelry and other | 
luxury items; farmers have never 
been (as a group) as well fortified 
with bank deposits and U.S. sav- 
ings bonds. They own more real 
estate, more livestock and carry 
unusually little debt. 


Lionel to ‘Herald Tribune’ 
Daniel L. Lionel, now with the 
Brooklyn Eagle, will become class- 
ified advertising manager of the 
New York Herald Tribune on Jan. 
4, 1954. Frank Mahoney, who has 
been classified manager of the 
newspaper, will continue with the 
advertising department. 


Rivers & Associates Moves 

Walter A. Rivers & Associates, 
industrial and television motion 
picture producer, has moved into 
new studios and offices at 60 Mar- 
ket St. and 45 Sacramento St., 
San Francisco. 


Swink Promotes McNoldy 


James W. McNoldy, a creative 
writer associated with Harold 
Swink Advertising Agency, Mar- 
ion, O., for the past three years, 
has been promoted to copy direc- 


tor of the firm. 


Lehn & Fink Boosts Neuffer 


Robert P. Neuffer has been pro- 
moted to sales manager for the 
|Lehn & Fink division of Lehn & 
‘Fink Products Corp., New York. 
He joined the company in 1940 
and most recently was assistant 
sales manager in charge of field 
| sales forces. 


Joins Pictorial Media 


Morris T. Hicks has been named 
director of the industrial commun- 
ications division of Pictorial Me- 
dia, New York. He formerly was 
manager of employe news services 
of General Electric Co. 


WARD-TV Boosts Nelson 


Robert R. Nelson has been pro- 
moted to general manager of 
WARD-TV, Johnstown, Pa. Man- 
ager of WARD since 1948, he will 
now direct the operations of both 
stations. 


‘Living’ Names Herwood 


William J. Herwood, since 1940 
on the advertising sales staff of 
Woman’s Home Companion, has 
been appointed national advertis- 
ing manager of Living for Young 
Homemakers. 


Joins Goldthwaite-Smith 


Richard Peters, formerly San 
Francisco radio executive, has 
been appointed account executive 
in charge of new business of 
Goldthwaite-Smith, San Francisco 
agency. 


want SHARP REPRODUCTIONS from 
your electrotype and newspaper mats? 


then order from CONGRESS 


CONGRESS ELECTROTYPE CO. 
DETROIT + 1326 East Congress Street » WOodward 3-3974 


CHICAGO + 919 North Michigan Avenue 
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More sell than ever before! Color — full process color — has been added to Arizona Days and Ways,the red- 
hot Sunday magazine of The Arizona Republic. Arizona Days and Ways is already the top advertising buy 
in the booming $1-billion Arizona market with its all-Arizona content . . . all-Arizona coverage... 
all-family appeal. Now — you can take full advantage of this premium Arizona audience . .. in the 
premium Arizona market... with the added appeal and added impact of full color 
available now for the first time in Arizona. 


OR...PHONE YOUR NEAREST KELLY-SMITH CO. OFFIC 
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Ettect of TV on Newspaper and Magazine 
Reading Shown in Kansas Radio Study 


MANHATTAN, KAn., Dec. 22—When 
television enters a home, news- 
papers, magazines and radio lose| 
some listening or reading minutes, | 
but are practically unaffected as! 
far as being a “daily household 
habit” is concerned. 

This is one of the conclusions 
reached by the 17th annual study 
of the Kansas radio-tv audience 
made by Dr. Forest L. Whan of 
Kansas State College. 

Dr. Whan’s study covered 7,006 
families and was made in April 
of this year, when there were no 
Kansas tv stations on the air. Al- 
though there was no tv reception 
at that time in most of the state, 
transmitters on or near the state 
borders provided acceptable sig- 
nals in some areas, and 14.6% of 
the homes surveyed had tv sets. 


s Here is what the study showed | 
about reading and listening habits 
in tv-equipped homes: 

e 80.6% of the adult women, 

and 79.6% of the men, spent 

some time “yesterday” (the day 
before the interviewer called) 
watching tv. 66.5% of the wom- 
en, and 69.3% of the men, spent 
some time listening to radio. 
82.1% of the women, and 84.7% | 
of the men, spent some time! 
reading newspapers. 32.1% of) 
the women, and 26.9% of the | 
men, spent some time reading | 
magazines. | 

In non-tv homes, 

looked like this: 

e 1.2% of the women, and 1.3% 

of the men, spent some time) 

“vesterday” watching television. 

86.3% of the women, and 87.2% | 

of the men, spent some time lis-| 

tening to radio. 80.3% of the) 
women, and 80.3% of the men 
spent some time reading news- | 
papers. 38.1% of the women, and | 

34.6% of the men, spent some 

time reading magazines. 

The greatest effect of tv indi- 
cated by these figures is a substan- 
tial drop in radio listening as an 
every-day habit. A similar, but 
mueh less severe drop, is indicated | 
in magazine reading, but a re-| 
verse picture is shown for news- | 
paper reading, which apparently | 
increased its standing as an every- 
day habit in homes equipped with 
tv. 


the picture 


s As might have been expected, 


NAT D. 
WILLIAMS 
Another 
Dynamic 
WDIA 
Personality 


DOCTOR 
CALDWELL’S 
LAXATIVE 
Renews for 2nd Big Year 
on WDIA, Memphis 


» « » Consequently, Dr. Caldwell’s Laxative 
begins its 2nd year of gaining completely 
dominating coverage of the 562,212 Negroes 
in WDIA's Nielsen area (27 rich counties). 
With a substantial weekly announcement 
schedule Dr. Caldwell’s delivers powerful 
selling impact on this 46.9% of the total 
area population. Select a WDIA scnedule to 
fit your budget and join WDIA's impressive 
list of blue chip accounts including Cheer, 
Lysol, Sal Hepatica, Camel Cigarettes, Cris- 
co, Wonder Bread, Coca Cola and many 
others. There's a WDIA success story wait- 
ing for your product! 


HOOPER RADIO AUDIENCE INDEX 
City: Memphis, Tenn. Months: Oct-Nov ‘53 | 
Time WOIA 8B C D E€ F CG 


T.R.T.P, 25.5 21.9 18.0 15.5 10.3 10.1 7.6 
(Wete: WDIA's share Sot.: 186.9; Sum.: 37.1) 


John E. Pearson Co., Representative 
Dora-Clayton Agency, Southeast 


WDIA 


Memphis, Tenn. Soon! 50,000 Watts 


the study showed tv having an 
important effect on the average 
amount of time spent daily in each 
of these pursuits. “Amount of use 
of four media by average adult on 
average April day” was shown by 
the study as follows: 
In Television-Equipped Homes 

Minutes Spent . 

by Average Adult: Men 
Listening to radio ................ 110 89 


Watching tv ooo... . 208 181 
Reading newspaper .......... 36 41 
Reading magazines ............. 19 13 
In Non-Television Homes 
Listening to radio ................ 200 154 
i, REC TL Ra 2 1 
Reading newspaper ........... 38 4) 
Reading magazines ............ 26 22 


When the survey was made, last 
April, “so few Kansas _ families 
owned tv sets that 85.2% of all use 
of radio and television in evening 
hours went to radio,’ Dr. Whan 
reports, adding, however, that in 
tv homes use of radio dropped off 
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during evening hours. He also re- 
ports that 61.2% of all Kansas 
families own autos with radio re- 
ceivers—a figure which has risen 
steadily year by year. When the 
question was first asked, in 1940, 
only 16.8% of Kansas families had 
radio-equipped cars; by 1949, the 
figure had risen to 40%. 


s The 1953 survey also attempted 
to determine the effect of tv set 
ownership on radio listening pref- 


erences, as well as to throw some’ 


light on the popularity of varied 


types of tv program material, by 
getting opinions from tv homes. 
“Both men and women,” the re- 
port says, “ranked the following 
program types higher on radio 
than on tv: news broadcasts; reli- 
gious music and devotionals; old- 
time music; brass band music; 
market reports; popular music; 


serial drama; classical music; 
homemaking programs; talks on 
farming. 


“Both women and men in tv 
equipped homes ranked the fol- 
lowing types higher on tv than on 


a 
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Ews makes 
HEADLINES 


and also proves 
LEADERSHIP 
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radio: featured comedians; com- 
plete drama; sports broadcasts; 
audience participation; variety 
programs; talks and comment. 


s “It is interesting to note that 
these lists exactly parallel findings 
in the 1953 Iowa and the 1953 
North Texas surveys, where iden- 
tical questions were asked.” 
Copies of the 58-page printed 
file-size report have been distrib- 
uted to advertisers and agencies 
by WIBW and WIBW-TV., Topeka, 
and KCKN, Kansas City, Kan., 


Capper stations. As was the case 
in previous studies, WIBW led the 
Kansas market in coverage, pref- 
erence and share of total state 
audience. 


Reinhold Publishing to Move 


Reinhold Publishing Corp., New 
York, about June 1 will move to 
larger quarters in a building now 
under construction at 430 Park 
Ave. ° 


O'Rourke Made Lee Partner 
Patrick O’Rourke, for the past 


year and a half an account execu- 
tive, has become a partner in 
Burns W. Lee Associates, Los An- 
geles. Before joining the public re- 
lations organization, Mr. O’Rourke 
was publicity director of West- 
Marquis, Los Angeles agency. 


Collins Heads NIAA Group 

W. H. Collins, advertising di- 
rector of Dravo Corp., Pittsburgh, 
has been named chairman of the 
policy and planning committee of 
the National Industrial Advertisers 
Assn., succeeding J. F. Apsey Jr.,' 
marketing manager of Black & 
Decker Mfg. Co., Towson, Md. 


Serve to Michel-Cather 


Michel-Cather, New York agen- 
ay, has been appointed to handle 
advertising for Servo Corp. of 
America, manufacturer of heat de- 
tection, measurement and control 
instruments, signal generators, di- 
rection finders, and instruments 
and components. 


Football Coach to WDGY 


Caloric’s Double Duty 
Gas-Fired Garbage 
Disposer Unit Bows 


PHILADELPHIA, Dec. 23—Caloric 
Stove Corp. will introduce a new 
gas-fired garbage and trash dis- 
posal unit for the home with a 
heavy newspaper advertising 


Wesley Fesler, University of schedule in areas where such ap- 
Minnesota football coach, will be- pliances are already being distrib- 


come a partner, v.p. and sports 
director of WDGY, Minneapolis! 


Station, effective Feb. 1. 


REPRESENTED BY NBC SPOT SALES 


Wren Chicagoland television families want the 
news of the day, they turn in overwhelming num- 
bers to one station—WNBQ, the Quality Station 
of Mid-America. 


The average audience for a WNBQ local news 
program is MORE THAN THE COMBINED 
average audiences for similar shows on ALL other 
Chicago television stations and MORE THAN 
TWICE that of the second station. 


Thirty-three of the 36 WNBQ local news periods 
during a single week—more than 26 per cent of 
all such shows on all Chicago stations—are rated 
at four points or better by the American Research 
Bureau. ONLY nine periods on Station B fall in 


this upper level, five on Station C and none on 
Station D. 


Here is convincing proof that such WNBQ per- 
sonalities as Jack Angell, Alex Dreier and Len 
O’Connor, regularly featured as reporters-com- 
mentators, hold an unequalled viewer confidence 


—further strengthened by an outstanding news 
department staff. 


And they are only a part of a family of WNBQ 
personalities — all favorites of Chicagoland — all 
daily proving the leader and 


the QUALITY STATION i" Chicago Televis;y, ie 


Quality Programs 
Quality Service 
Quality Audience 
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Newspaper space will be sup- 
| ported by direct mail campaigns 
in each of these markets as a pre- 
liminary to any consumer maga- 
zine advertising, ADVERTISING AGE 
| was told. This drive will not con- 
| flict in any way with the Caloric 
| gas range campaign currently un- 
der way. 


e Caloric has named the new ap- 
, pliance the Double Duty automatic 
| gas disposer. It features a Calor-a- 
Tred, a foot pedal for opening the 

loading door, and a Calor-a-Set, 

to allow for adjustment to meet 
|any disposal need. 
| The new disposer is designed for 
installation either in the base- 
ment or in the kitchen. Its flue 
must be connected to a chimney. 

The action dries out the refuse 
|and reduces it to a fine, powdery 
‘ash, which drops through a cast 
iron horizontal grate into an ash 
drawer. 

Models sell for $124.50 and 
| $129.50. 

Geare-Marston, Philadelphia, is 
the agency handling the account. 


Harvester Export Boosts 2 


Leslie Segersten, since 1951 su- 
pervisor of sales promotion in 
merchandising services of Inter- 
national Harvester Export Co., 
Chicago, has been promoted to su- 
pervisor of publication advertising 
and publicity and merchandising 
services. John W. Branta, who has 
been in charge of publication ad- 
vertising, is leaving the foreign 
field to become supervisor of sales 
promotion, motor trucks, of the do- 
mestic consumer relations depart- 
ment. 


Y&R Shifts Branch Managers 


W. H. Poole, v.p. and manager 
of the Toronto office of Young & 
Rubicam, will take over manage- 
ment of the agency’s Montreal of- 
fice on Jan. 1. He will be suc- 
ceeded in Toronto by Ray B. Col- 
lett, who has been appointed v.p. 
and manager. Mr. Poole succeeds 
George H. Poland, in Montreal, 
who has been given sick leave. 


Nash Coffee Names Agency 

Nash Coffee Co., St. Paul, Minn., 
has appointed Campbell-Mithun, 
Minneapolis, to handle its adver- 
tising, effective Jan. 1. Erwin, 
Wasey & Co., Minneapolis, is the 
present agency. 


(ADVERTISEMENT ) 
New Vitro Executive 
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Edward G. Littel has been appointed 
| assistant to the president of Vitro Cor- 
pee of America, Getting ahead in 
| business like Mr. Littel are thousands 
of regular Wall Street Journal readers 
throughout the nation—executives and 
their aides who make or influence de- 
cisions on planning, production, sell 
ing and buying. What an advertisi: , 
medium! 
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Briton Urges Better 
Public Relations 
for Advertising 


Lonpon, Dec. 22—Public sate 
tions for advertising is still a. 
burning issue in the British ad-| 
vertising world. 

Eliot Warburton, president of. 
the Incorporated Society of Bri- 
tish Advertisers, is the latest to 
call for such a campaign. 

Mr. Warburton pledged ISBA 
support for a p.r. drive and also 
backed the growing demand for a 
university chair for advertising 
(AA, Oct. 19). 


w The head of the advertisers’ 
association pointed out that two or 
three American universities have 
advertising professors and he said 
it is “high time” British univer- 
sities followed suit. He added: 

“Not only would this inclusion 
of training for advertising at a 
university be a valuable prepara- 
tion for some of our future lead- 
ers in advertising, but it would 
have a useful influence on the 
general faculty and student body 
of the university—that is, it would 
educate them as to what adver- 
tising is and ought to be and pierce 
the gloom of their present ignor- 
ance on this subject with some 
rays of light.” 


ae Mr. Warburton declared that 
the debate over commercial tel- 
evision has shown that many peo- 
ple still look upon advertising as 
“positively obscene” and “suffi- 
cient to condemn almost any- 
thing.” He called this attitude “not 
only stupid,” but “very danger- 
ous,” since the livelihood of the 
50,000,000 Britons depends on the 
sale of goods overseas—in a tough 
competitive market. 

Mr. Warburton said if Britain 
intended to maintain or improve 
its standard of living, then “we 
had certainly better direct the at- 
tention of our best brains to sales- 
manship and especially to that 
form of mass salesmanship known 
as advertising.” 


WFBC-TV to Bow Jan. I 


WFBC-TV, Greenville, S.C., a 
100,000 watt v.h.f. station, will 
make its debut Jan. 1, carrying 
two bowl football games and local 
and national programs on the first 
day. The new station, to be oper- 
ated on Channel 4 by WMRC Inc., 
will carry a 2 p.m. to midnight 
schedule after opening day. 


GOA Promotes Kenworthy 


Carl M. Kenworthy, account ex- 
ecutive in the Philadelphia office 
of General Outdoor Advertising 
Co., has been promoted to resident 
market representative of the com- 
pany’s Detroit office. 


TV to Bow in Puerto Rico 

Puerto Rico’s first television 
station, WKAQ-TV, will make its 
debut Jan. 15, on a 4:30 p.m. to 
11 p.m. schedule. A second station 


is expected to start operations| 


within a few months. 


| 


AEROSOL PRIZE WINNERS—These are the seven prize winners in the national aerosol 

packaging contest sponsored by the Chemical Specialties Manufacturers Assn. In the 

center is the grand prize winner, Can Spray, made by Henderize Inc., Sacramento, 

Cal. Other product group winners are (left to right) Larvex, Spray-O-Namel, Molle 

brushless lather, Tropic Air room deodorizer, Bridgeport Bug Bomb and Snow White 
snow spray bomb. 
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Italian Firms Back 
Training Program 
for Future Execs 


TURIN, ITALY, Dec. 23—Italian 
| industrialists have set up a post- 
graduate school here to train can-'| 
_didates for management posts. 

The school—first of its kind in 
Italy—is patterned after the Har- 
vard Business School and_ six 
prominent American professors 
are being imported to teach the 
prospective executives. 
| Turin IPSOA (Post-University 
‘for the Study of Company Organi-. 
|zation) is financed entirely by 


Italian industrial firms. The Fiat 
Motor Co. and Olivetti Corp. have 
been the main promoters. 


|g Each year about 80 students will 
‘be enrolled. They will take 23 
hours a week of informal lessons 
‘for eight months. These courses 
are designed to prepare them for 
‘top-level jobs in industry. 

In most cases the students will 
be young employes of the sponsor- 
ing firms. But there will also be 


‘room for men and women who 


have just graduated from univer- 
sities and who want to embark on 
a business career. The costs— 
something like $1,400 per student 
|—will be borne entirely by the 


_ OFFSET USERS... 


Sune °9 outof $10 


on your Type Bills 
CUT TYPE COSTS BY AS MUCH AS 90% ! 
Set your own headlines, body type 
or complete jobs with FOTOTYPE. 
Anyone in your office can save 


you $9 out of $10 on type costs. 
Astenographer set this entire ad! 


@ Brochures, catalogs, direct-mail, 
house organs, ads, letterheads. 
@ Over 250 type styles and sizes. 
Send for FREE catalog today! 


TOP RATINGS IN MARKET AFTER MARKET! 


© WASHINGTON, D.C. - 2nd Place! 
Tues. eve. - rates 21.4 - Telepulse, Aug. 1953 


Montgomery, Mr. & Mrs. North, eS ee 
Playhouse of Stars. Douglas ies naa anemones bos 


Sat. eve. - rates $3.3 - Been 


Fri. eve. - rates 32.3 - Telepulse, hug. 1953 


Beats Philco-Goodyear TV Playhouse, oeat Shaan. 
Krelt TV Thestre, This Is Your Life, G.E. T 


TV Theatre, T of the T 


© PITTSBURGH - Ist Place! 
Thur. eve. - rates 41.5 - Telepulse, i ae 


- ‘Tues. eve. - rates 26.3 - Telepulse, Aug. 1953 


Beots Suspense, Blind Dote, oom & Allen, 
. Beulah, GS 
wv iea Views 


These leaders have. 


Theatre. 


° BLATZ Beer in 3 1 


“Kroft 
&. 


© DREWRYS Beer in 9 
© OLYMPIA Beer in 61 
© GENESEE Beer in 51 
(© SCHAEFER eer intew 
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sponsoring companies. 

The Italian industrialists hope 
the school will save them years) 
of time needed to train executives. 

All applicants will have to take 
a stiff examination. Knowledge of 
English will be required. 


Hirsch Gets Account 

International Appliance Corp., 
New York, a division of Bridge- 
port Pressed Steel Corp., has ap- 
pointed Richard I. Hirsch & Co., 
Chicago, to handle its campaign 
for the introduction of Broilking 
products. Chicago has been se- 
lected as the test market; first 
purchase was the 7:30 to 8 p.m. 
Friday film series, “Craig Ken- 
nedy, Criminologist,” which start- 
ed Dec. 11 over WGN-TV. 


‘Car Life’ Bows in January 


Car Life, a monthly motor mag- 
azine, published by Motor Publi- 
cations, Washington, will make its 
debut next month, with a 150,000 
guarantee. Advertising rates of the 


/\35¢ magazine will be based on 


$560 a b&w page. Thomas H. Bur- 
rowes will be advertising manager, 
and Hearst Magazines will handle 
newsstand distribution. ~ 


Microtone Names Biddle Co. 


Microtone Corp., St. Paul maker 
of hearing aids and _ electronic 
equipment, has appointed Biddle 
Co., Chicago and Bloomington, II1., 
to handle its advertising. News- 
papers, magazines and direct mail 
will be used. The company has 
been a direct advertiser. 


Seattle Admen Start 
Pioneer Series of 
Advertising Courses 


SEATTLE, Dec. 22—Having firm- 
ly established a series of evening 
classes, “A Fundamental Course 
in Advertising,” now in its seventh 
year, the Advertising & Sales Club 


of Seattle is ready to pioneer an-. 


, Solving business administration | 
_problems, the new series, “A New 
| Advanced Course in Advertising,” | 
'will get under way Jan. 12, for a 
| 12-week run of two-hour sessions 
one evening each week. Alfred L. 
Goldblatt, owner of Alfred L. 
Goldblatt Advertising, who has 
been developing the syllabus for 


other aspect of advertising educa- | 


tion—the teaching of ‘“‘method” or 
“thinking” at the executive level. 
The evening sessions, as previous- 
ly, will be presented in coopera- 
tion with the Seattle public 
schools. 

Designed to aid executives in 


three years, will instruct the 
classes. 
| ws Meanwhile, the fundamental 


course, which stresses planning, 
designing and producing of adver- 
tising, is continuing. The weeks of 
Jan. 18 and 28 have been set 
‘aside for discussion on creating 
‘campaign themes and _ designs; 


LESTER W. PIOT JR., sales promotion man- 
ager for the parts division of Chrysler 
Corp., D- oit, has been promoted to v.p. 
and soles manager of the division. He 
joined Chrysler in 1941 after graduating 
from the Lawrence Institute of Technology, 
and except for military service during 
World War It has been with it since then. 


mechanics of production will be 
treated during the weeks of Feb. 
8 and 18. First of the three-part 
series, planning and engineering, 
was explored in November. 


e This series meets for two-hour 
sessions four nights a week, in- 
structed by adclub members ac- 
tively employed in the fields 
discussed in the course. 

Tuition for each course is $25. 
Registration for any single two- 
week part of the primary series 
is $10. The advanced course is 
|limited to 20 members who must 
|meet specific educational require- 
|}ments or have had five years’ 
experience in the advertising field. 


% 
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| Mrs. Richardson to ‘Cosmo’ 
Mrs. Alice Richardson, for the 
|} past six and a half years fashion 
editor of Look, has joined Cosmo- 
politan as merchandise counsel. 
Assuming her duties at once, Mrs. 
Richardson will produce a series 
of seasonal fashion features, be- 
| ginning with the March, 1954, is- 
| sue. 


Tveter Leaves Erwin, Wasey 

T. Norman Tveter, v.p. in 
charge of market and sales anal- 
yses for Erwin, Wasey & Co., New 
York, has resigned to go into bus- 
iness for himself. He will continue 
to devote part time to Erwin, 
| Wasey on a consulting basis. 


| Glaser Bros. Names Meltzer 
Glaser Bros., tobacco distributor 
| for California, Washington, Ore- 
| gon, Nevada and parts of Idaho, 
has appointed Richard N. Meltzer 
Advertising, San Francisco, to 
| handle its advertising. : 


The eHart 194n ART 


It takes imagination and experience 
to do justice to your chartwork be- 
cause the points you have to put 
across are important. And the inter- 
pretation of your material in the 
most easily understood graphic form 
is an art in itself, 


FOR 33 YEARS, we've handled the 
chartwork for every type of business. 
With a full-time staff of experts in 
this art, youcancounton Chartmakers 
to create and produce the most 
effective charts you've ever used. 


THE BEST VISUALIZATION 
COSTS NO MORE AT... 


The Chartmakers, Inc. 
480 LEXINGION AVENUE 
NEW YORK 17, N.Y. 
MUrroy Hill 8.2760 
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Fresh Promotion Tactics, Business 
Paper Ads Help Boost Mack Diesels 


New York, Dec. 22—Unortho- 


dox promotion tactics and exten- 


sive use of business paper adver- 


tising have been major factors in| 
helping Mack Trucks Inc. develop 


a healthy and growing market for 
its Diesel-powered trucks and 
buses. 

In 1948 the company decided to 
develop a market of its own for 


Diesel trucks. It had had broad | 
in the field during 
World War II when it built about 


experience 


18,000 Diesel-powered trucks for 
U. S. and Allied armed forces. 

To open up a domestic market 
it was decided that something 
spectacular had to be done, and a 
special Diesel caravan was built. 
This was a flashily painted Diesel- 
powered tractor-trailer which con- 
tained a traveling showroom and 
engine exhibit. 


® In this caravan, Albert G. 
Crockett, Mack’s sales develop- 
ment director, traveled about the 
country, setting up meetings for 
truck and bus owners and buyers. 
At the meetings he described the 


Keyed ads tell the story 
_g_ where your dollar goes 


We specialize in setting them. Our 
pamphlet of before-and-after show 
JAY P. of how much help we can be to you, 
and your agency ... just ask for it. 
WALK advertising typography 
Telephone MO 4-6134 © 11 E. Hubbard, Chicage 11 


engines. 
truck owners attended these lec- 
|ture demonstrations. 


engine, its uses, advantages and 
disadvantages and economy fac- 
tors. It was not a sales pitch but an 
educational job. Most operators 
knew relatively little about Diesel 
About 12,000 bus and 


After the tour Mack launched a 
national magazine and _ business 
paper advertising campaign, and 
the payoff was a boom in sales. 

But the company soon realized 
that selling new Diesel trucks and 
buses was really only half a sale. 
The other half was keeping them 
sold with servicing. This called for 
a special training program for 
mechanics. 


# Mack ran an ad in New York 
newspapers ten days before the 
scheduled opening of the school 
here, which was held at the com- 
pany’s Long Island City service 
plant. At the time, it was thought 
that if 100 mechanics applied for 
the course it would be a fine re- 
sponse. As it turned out, more than 
4,000 applications were received, 
and Mack had to hire Manhattan 
Center for one night a week for 
the ten-week course. 

The success of the New York 
course encouraged the company to 
hold similar courses in 29 other 
cities and trucking centers. To re- 
ceive a certificate of completion, 
a mechanic had to have an 80% 


minimum attendance. Altogether, | 


14,029 registered for the various 


courses. Of these, 10,029 (73%) | 
earned their diplomas. Incidental- 


ly, the courses are still given, but 


on a smaller scale. 


= iIn 1951, Mack engineers came 


up with a new Diesel engine. It 


ireportedly combined the power 


and flexibility of the gas engine 
with great fuel economy. The com- 
pany built ten pilot models, which 
were tested over a period of 12 
months on various types of ve- 
hicles—buses, cement mixers, 
dump trucks, long-distance haul- | 
ers and others. During the year’s 
trial demonstrations, the ten en-| 
gines racked up 1,500,000 miles) 
and impressive performance rec- | 
ords. Mack then decided to go into | 
mass production on its new Diesel. 
In the meantime, fleet owners | 
who had seen the pilot models in 
action during the tests did a lot) 
of word-of-mouth advertising. As | 
a result, Mack sold almost 1,000) 
units six months before any) 
planned promotion got under way. | 
Last September Mack finally | 
launched its business paper cam- 
paign aimed at truck and bus buy- | 
ers. This was a full year after it | 
had developed and tested its new | 
Diesels. 


s The first ad, a spread, was 
question and answer type copy 
designed to tell the industry the) 
whole story about Mack’s Diesels. | 
This was followed by testimonial 
ads made up of reprints of un- 
solicited letters from customers. 
These letters spoke of heavy pay- 
loads averaging 712 miles per gal- 
lon of fuel. 

The latest ad, for Mack Diesel- 


‘thagea ti dcmica's seal: You ought to — 
_- know about them. They mean a gigantic — 


over the two million ae will double A oe : 


In 


Me Cohoole. 


os _ rollenent ina decade, need $5 billion in new : 0 
facilities: Let us tell you about education's 


two: trek da schools - and hight rg 


AND UNIVERSITY 


| Wagon, 
_ Western Tr'‘cking, and 33 state 


tee SO RRO OE 


Advertising Age, December 28, 1953 


NEXT QUESTION—Mack Trucks Inc., after a year’s testing, launched a business 


paper campaign to promote its new Diesel engines. 


Initial ads used a question- 


and-answer technique like this ad which ran in transportation publications. 


| powered buses, is a challenge to 
| competitors. Copy dramatizes the. 
results of demonstration runs in) 
scheduled bus service in nine ma- | 
jor U. S. cities. Mack claims 28% 
more fuel mileage for its Diesels. 
Mr. Crockett explained the phi- 
| losophy behind Mack’s use of busi- 


ness papers to AA this way: | 


s “Although the Mack Thermo-| 
dyne Diesel will benefit users of | 
Diesel-powered vehicles in many | 
fields,” he said, “its greatest value | 
is to those operators whose units 
roll up large annual mileage rec- | 
ords or high engine hours in heavy 
duty service. Consequently, it is) 
ideally suited to over-the- road | 
tractor fleet operations, the con- 
struction industry and to city 
transit bus lines. 

“In its advertising promotion, | 


| Studios, 


| combinations) 


Buys Eagle-Lion Studios 


Eagle-Lion Studios Inc., Holly- 
wood, has been purchased by a 
syndicate for $1,100,000. The name 
will be changed to First National 
with the facilities used 
exclusively for the production of 
tv films. Syndicate executives in- 
clude Fred Levy Jr., Los Angeles 
realtor, chairman of the board: 
Bernard Prockter, New York tv 
| packager and producer, president, 
;and Edward Conne, Hollywood 
tv film and radio producer, execu- 
tive v.p. in charge of studio opera- 
tions. 


‘Selecciones’ Offers Savings 


Advertisers using space regu- 
larly in Selecciones del Reader’s 
| Digest (Mexican, Caribbean, 
Southern Hemisphere or Spanish 
are being offered 
for ads in the 


reduced rates 


| Mack is using business papers spe- English-language Latin American 


cifically addressed to those fields.” | | edition. The combination rate sav- 
Media being used include Amer- | ro for a b&w page would amount 


ican Motor Carrier, Commercial 
Car Journal, Fleet Owner, Go, Mo- 


tor Carrier, Motor Transportation, | 


National Petroleum News, Power 
Southern Motor Cargo, 


highway papers. 
Doyle, Kitchen & McCormick is 


(‘the agency that services Mack’s 
-business paper advertising. Con- 
|sumer copy is handled by Erwin, 
|Wasey & Co. 


(ers, barber shop toiletries, 
drugstore displays. 


o $100; for a four-color page the 
oe would be $150. 


Fisher Forms Display Unit 


Sol Fisher, president of Exclu- 
sive Distributors Co., Chicago, is 


| organizing a point of sale display 


division of the company. The div- 
ision will confine itself to tv, 
radio, records and record play- 
and 


Dant Promotes Schwartz 


Set Inside Advertising Week 


The fourth annual Inside Ad- 
vertising Week, designed to pro- 


/ mote closer ties between schools 


and the advertising field, takes 
place April 11-16. The Assn. of 
Advertising Men and Women 
sponsors the week, during which 
outstanding college seniors are in- 
vited to New York for a look “in- 


side advertising.” Edgar V. Hall, 
. | McGraw-Hill 
chairman for the week. 


Publishing Co., is 


Irwin Schwartz, assistant adver- 
tising and sales promotion mana- 
ger, has been promoted to adver- 
tising and sales promotion 
manager of Dant Distillery & Dis- 
tributing Corp., New York. 


Arndt Appoints Robbins 


Michael Robbins, formerly a 
copywriter with Gimbel Bros. of 
Philadelphia, has joined the copy 
staff of John Falkner Arndt & Co., 
Philadelphia. 
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Advertising Age, December 28, 1953 


Mobile Homes Here to Stay, Makers 
Agree as Sales Top $300,000,000 


CLEVELAND, Dec. 22—By year’s 
end, 80,000 additional families will 
have purchased mobile homes 


(nee house trailers). This will give | 


the industry $300,000,000 or more 


in 1953 sales—only a shade under | 


the record-breaking $319,000,000 
volume chalked up in 1952. 

This cheerful news was reported 
here at the 17th annual show 
sponsored by the Mobile Homes 
Manufacturers Assn., as conclusive 
evidence that mobile homes are 
here to stay. 

M. E. Raker, president of the 
association, asserted that there are 
now more than 2,000,000 people 
living in 700,000 homes-on-wheels 
—most of them in trailer parks 
representing an investment of 
$250,000,000—and that the indus- 
try is convinced it has a firm foot- 
hold on the housing market. 


es “We are past the war boom, 
past the pent-up peacetime de- 
mand, and we find the industry 
has the solid foundation of a sound 
product,” Mr. Raker said. 

“We satisfy the special housing 
needs of the mobile population,” 
he pointed out, citing a survey by 
Marketing Information Associates, 
Chicago, to prove that mobile 
homes are bought by preference, 
and not because of inability to get 
other housing. Some 60% of pres- 
ent buyers previously lived in 
homes-on-wheels, and more than 
90% reported they would not 
leave them even if offered a house 
or apartment at what they con- 
sidered a reasonable price. Free- 
dom to move if and when, less 
household work and maintenance, 
and greater economy and conveni- 
ence were the principal reasons 
for preferring mobile homes. 

Among those surveyed, the aver- 
age price paid for the new unit 
was $4,500, whereas those who had 
previously lived in mobile homes 
had paid an average of $2,000 
for their previous one. Eighteen 
months to two years was the aver- 
age reported length of ownership 
before purchasing a new unit. 


8 Of the 150 manufacturers and 
suppliers displaying some $1,250,- 
000 worth of 1954 model mobile 
homes and equipment, most put in 
their bid for the housewives’ okay. 
Like their stay-put sisters, these 
women are looking for labor-sav- 
ing appliances when it comes to 
deciding on a home, manufacturers 
have decided. 

In line with this, twin sinks with 
automatic dishwashers and. gar- 
bage disposals made their appear- 
ance in several of the “compact 
apartments on wheels,” as did au- 
tomatic laundries and dryers. Tel- 
evision—the most common addi- 
tion—was frequently built in, and 
often equipped with collapsible 
antennae and station selectors. 

Continuing to woo the women, 
manufacturers put many interior 
refinements on display. Contem- 
porary or period motifs, “‘surpass- 
ing,” according to the _MHMA, 


“anything that can be found in any | 


other equally-priced housing” are 
included in the $3,500 to $7,000 
price range. Plastic room dividers, 


,joined the Cleveland office of 


"There is good medicine for your sales curve 
in America’s hospitais. Postwar construc- | 
“tion of $3.8 billion still leaves a deficit of 
850,000 hospital beds to be met in the next _ 
five to ten years. The compact, easy to 
reach, easy to sell hospital market buys 
3,500 operational and maintenance items — 
in big business volume. Construction, cur- 
_ rently $750 million annually, means a 
tremendous hospital market for quality | 
building materials and equipment. You, 
ought to go to the hospital now. Let us tell 
Bsc is Ask for “The Hospital ) 


porch. Another proudly boasted 
two upstairs bedrooms plus an at- 
tic. 


Joins Capper Cleveland Office 


John Millar, a graduate of the 
University of Pennsylvania, has 


Capper Publications Inc. Mr. 
Millar will assist Andy Gent as a 
representative of Capper’s Week- 
ly, the Capper stations, WIBW, 
KCKN and WIBW-TV, the Topeka 
Daily Capital and the Kansas City | 
Kansan. 


‘World’ Appoints Two 

World, New York, has named 
Andre Emmerich, formerly circu- 
lation-promotion manager for the 
New York Herald Tribune, pro- 
motion manager. Frada Sklar has 
been promoted to assistant promo- 
tion manager. Miss Sklar has been 
with World since its inception. 
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MILITARY PAY 


folding closet doors, space-adding 


bay windows, and wide “panora- | 
mic” glass front doors, are among | 


the innovations. 


s Interior furnishings, competing 
with stationary homes, run the 
gamut from wrought iron dining 
room sets to Duncan Phyfe tables 
and corner cabinets that open into 
dining room tables capable of seat- 
ing eight. 

Lighting systems range from in- 
direct valance illumination to re- 
tractable ceiling and floor lamps. 

One model on display at the 
show featured a folding front 
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The San Diego Union and Eve- 
ning Tribune reach more homes 
than any other media — true 
saturation coverage of this 
billion dollar market. 


San Diego Union 
EVENING NG 
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More and more new advertisers 


ADVERTISERS IN 
“U.S.NEWS & WORLD REPORT" 
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os as a tal ie ee me. 


Aluminum Company of America 
American Cyanamid Company 
American Export Lines, Inc. 

American Surety Company of New York 


American Telephone & Telegraph Co. 
Bell Telephone System 
Western Electric Company, Inc. 


Armco Steel Corporation 

Association of American Railroads 
Atchison, Topeka & Santa Fe Railroad 
Baltimore & Ohio Railroad 

Bankers Trust Company 

Bethlehem Steel Corporation 

Boeing Airplane Company 

Borden Company, The 

Borg-Warner Corporation 
Brown-Forman Distillers Corp. 


Burroughs Corporation 
Bell & Howell Division 
Burroughs Corporation 


Chase National Bank of New York City 
Chicago, Burlington & Quincy Railroad Company 
Chicago, Milwaukee, St. Paul & Pacific Railroad 


Chrysler Corporation 
Chrysler Corporation 
Dodge Division 
Plymouth Division 
Cities Service Company 
Columbia Gas System, Inc. 


Commercial Credit Company 
American Credit Indemnity Company 
Commercial Credit Company 


Dick, A. B., Company 

Dictaphone Corporation 

Ditto, Inc. 

Dow Chemical Company 

Eastman Kodak Company 

Equitable Life Assurance Society of U.S. 


Mm Now more THAN 645,000 net paip ci 


A MARKET NOT DUPLICATED BY ANY OTHER NEWS <¢ 


are discovering the selling | po 


Erie Railroad Company 

Fairbanks, Morse & Company 

Felt & Tarrant Manufacturing Company 
Firestone Tire & Rubber Company 
Ford Motor Company 

Fruehauf Trailer Company 

General Electric Company 


General Motors Corporation 
Cadillac Motor Car Division 
Chevrolet Division 
General Motors Corporation 
Pontiac Passenger Cars Division 


Glenmore Distilleries Company 
Goodrich, B. F., Company, The 
Goodyear Tire & Rubber Company 

Gulf Oil Corporation 

Halsey Stuart & Company, Inc. 
International Business Machines Corporation 
International Nickel Company 
International Telephone & Telegraph Corp. 
Kimberly-Clark Corporation 
Libby-Owens-Ford Glass Company 
Liggett & Myers Tobacco Company 
Merriam, C. & G., Company 

Merrill Lynch, Pierce, Fenner & Beane 
Metropolitan Life Insurance Company 
Monsanto Chemical Company 

Morgan, Stanley & Company 

National Cash Register Company 
National City Bank of New York 
National Coal Association 

National Distillers Products Corporation 
New York Central System 

Norfolk & Western Railway Company 


North Carolina Department of Conservation & 
Industrial Development 


Oakland, California, Metropolitan Area Committee 


Pacific Gas & Electric Company 
Parker House Hotel 
Pennsylvania, Commonwealth of 
Pennsylvania Railroad, The 
Pullman Company, The 


THESE ADVERTISERS HAV 


Radio Corporation of America 
Remington Rand, Inc. 

Revere Copper & Brass, Inc. 
Reynolds Metals Company 
Reynolds, R. J., Tobacco Company 
Schenley Industries, Inc. 
Schieffelin & Company 
Socony-Vacuum Oil Co., Inc. 
Southern Railway Company 
Statler Hotels Company, Inc. 
Texas Company, The 

Timken Roller Bearing Company 
Travelers Insurance Company 
Union Carbide & Carbon Corp. 
Union Oil Company of California 
Union Pacific Railroad Company 
United States Brewers Foundation, Inc. 


United States Steel Corporation 
Cyclone Fence Dept. 
U.S. Steel Corporation 


Warner & Swasey Company 
Westinghouse Electric Corporation 


ee ae 


NINE YEAR ADVERTISERS — 


Pee (eee SAA Ta eS Be PIP REL Be ee 


Atlas Corporation 
Capper Publications, Inc. 
Douglas Aircraft Co. 


Electric Light & Power Companies Advertising 
Program 


Employers Mutual Liability Insurance Company 
Ethyl Corporation 
Gaylord Container Corporation 


General Motors Corporation 
Oldsmobile Division 


Hardware Mutuals 

lowa Development Commission 

Missouri Pacific Lines 

New York State Department of Commerce 
Philadelphia National Bank 


Year after year, and especially in 1954, your best 


ad 
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st @idvertising buy is... 


RCULATION 


San Jose, California, Chamber of Commerce 
Standard Brands, Inc. 
United Gas Corporation 


“EIGHT YEAR ADVERTISERS 


Aetna Insurance Group 
Anaconda Copper Mining Company 


Bank of America, National Trust & Savings Ass'n. 


Bendix Aviation Corp. 

Chris-Craft Corporation 

Consolidated Vultee Aircraft Corporation 
Coxhead, Ralph C., Corporation 

First Boston Corporation 


General Motors Corporation 
Electro-Motive Division 


Home Insurance Company, The 
Journal of Commerce of New York, The 
Lockheed Aircraft Corporation 


Massachusetts Development & Industrial 
Commission 


Minneapolis & St. Louis Railway 
Mississippi Agricultural & Industrial Board 
Packard Motor Car Company 

Railway Express Agency, Inc. 

Republic Steel Corporation 

Smith, Barney & Company 

United Airlines, Inc. 

Wabash Railroad Company 


SEVEN YEAR ADVERTISERS 


American Motorists Insurance Company 
American Trucking Associations, Inc. 
Battle Creek Equipment Company 
Beech Aircraft Corporation 

Celanese Corporation of America 


Chrysler Corporation 
Chrysler-Sales Division 
DeSoto Division 


DR MANAGEMENT MAGAZINE 


Continental Motors Corporation 


Cory Corporation 
Autopoint Company 


Edison, Thomas A., Inc. 

Fairchild Engine & Airplane Corporation 
Garrett Corporation 

Harter Corporation 

Harvey, H., & Company, Ltd. 

Meredith Publishing Company 

Missouri Division of Resources & Development 
Nash-Kelvinator Corporation 

National Steel Corporation 

Norton Company 

Realty Hotels, Inc. 

Schine Hotels 

Sun Oil Company 

Timken-Detroit Axle Company, The 

Twin Disc Clutch Company 

Walker, Hiram,—Gooderham & Worts, Ltd. 


_ SIX YEAR ADVERTISERS 


Allegheny Ludlum Steel Corporation 
Allis-Chalmers Manufacturing Company 
American Photocopy Equipment Company 
Butler Manufacturing Company 

Colorado, State of 

Curtis Publishing Company 

Distillers Corp —Seagrams, Ltd. 

Essex House 

Florida, State of 


General Motors Corporation 
Hyatt Roller Bearing Division 


General Tire & Rubber Co. 

Globe Automatic Sprinkler Company 

Hilton Hotels Corporation 

Marsh & McLennan, Inc. 

Middle South, The 

Monroe Calculating Machine Company, Inc. 
Murine Company, Inc., The 


ig | power of “‘U.S.News & World Report’. . . 


//E KNOWN IT FOR YEARS! 


Musser Forests, Inc. 

Standard Pressed Steel Company 
Texas & Pacific Railway Company 
United Aircraft Corp. 

Western Union Telegraph Company 
Yale & Towne Manufacturing Company 


FIVE YEAR ADVERTISERS 


American-Marietta Company 

American Meat Institute 

Associated General Contractors of America, Inc. 
Bundy Tubing Company 

Colorado Springs Chamber of Commerce 
Cooper-Bessemer Corp., The 

Dillon Read & Co., Inc. 

Executone, Inc. 

Farm Journal, Inc. 

First National Bank in St. Louis 

General Precision Equipment Corporation 
Gray Manufacturing Company 

Jack & Heintz, Inc. 

Jones & Laughlin Steel Corp. 

Magnavox Company, The 

McBee Company 


New Jersey Department of Commerce & Economic 
Development 


Oklahoma Planning & Resources Board 
Peoples First National Bank & Trust Company 
Public Service Electric and Gas Company 
Safeway Stores, Inc. 

Seaboard Air Line Railroads 

Shaw-Walker Company 

Woman's Day, Inc. 

Zippo Manufacturing Company 


and Washington. 


For more information on this 
high-income market of important people, 
in business, industry, government 

and the professions, call or write our 
advertising office at 30 Rockefeller 
Plaza, New York 20, N.Y. 

Other advertising offices in Boston, 
Philadelphia, Cleveland, Detroit, 
Chicago, St. Louis, San Francisco, 
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Recalls Editorial-Style 
Ads Used by Lewyt 

To the Editor: Speaking of 
newspaper-column-like advertis- 
ing referred to in The Creative 
Man’s Corner (AA, Dec. 7) one of 
the first editorial type advertising 
campaigns was launched in 1944 
by Lewyt Corp., of Brooklyn, N. Y. 
The advertisements ran in key 
city newspapers, each with a mes- 
sage directed to the nation’s top 
industrial leaders. 

It was a complete switch from | 
the usual type of industrial adver- | 
tising. I was then director of adver- 
tising and public relations. Lewyt 
had manufacturing services to sell 
and no products of any kind—not 
even the No Dust Bag to Empty | 
vacuum cleaner. It was imperative 
that the company promote the idea | 
of contract manufacturing—so we 
adopted the theme of “decentrali- 
zation of industry” to help keep | 
people employed. 

The series ran over a long per-| 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS” | 
THE ARTKRAFT* SIGN CO. | 


Division of 


Manufacturing 
900 Kibby St., Lima, Ohio, U.S.A. 


"Trademarks Reg. U.S. Pat. OF. : 


~The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


iod in such newspapers as the New 
York Times, Wall Street Journal, 


Herald Tribune and other big city) 


newspapers. It was very successful 
and made advertising history. I 
have always been proud of the 
campaign, for it was the result of 
an idea conceived by Harold Greist 
of Hicks & Greist, New York agen- 
cy, and myself. As an ex-newspa- 
per man I felt—what better way 
to tell your story than by a news- 
paper-column-like advertisement? 
J. NUGENT LopEs, 
Morris Plains, N. J. 
* * * 
Stanley Corrects Figure 
on Railroads’ Ad Budgets 


To the Editor: I want to com- 
mend you and your staff for the 
very excellent highlighting of the 
talk I gave in Baltimore before the 
highway carriers sales group on 
Page 82 of your Dec. 7 issue. 

It was a very excellent job of 
highspotting the pertinent statis- 
tics. 

There was one little error in the 
story which was my typist’s error 
and not an error of your editorial 
department. 

In the fourth paragraph from 
the end my manuscript read that 
railroads spent 3% while the air- 
lines are spending 3%. 

Actually, that should read—rail- 
roads spend three tenths per cent 
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DID YOU KNOW? 


With its circulation of 303,238, the 


Louisville Sunday Courier-Journal 


has a greater circulation than almost two-thirds of the 33 This Week 


newspopers . . 
American Weekly papers . . . and 


. reaches more homes than more than half of the 26 


has more circulation than all but 


three of the total of 38 Parade newspapers. What's more, its reader- 
ship figures are even above the high level of reader interest for 


Send for your free copy of a new factual study of newspoper 
supplements, Write to: Promotion Department, The Courier- 


Journal, Louisville 2, Kentucky. 


THE LOUISVILLE 


Courier-Zournal 
SUNDAY MAGAZINE 


Sunday Courier-Journal Circulation 303,238 «© Member of The Locally Edited Group 
Represented Nationally by The Bronham Company 


while the airlines are spending 
3%. 
I used figures in dictating the 
‘talk, and the stenographer dropped 
'the decimal point on the railroad 
| Statistic and that made it 3% in- 
stead of three tenths per cent. 
In the freight carrier industry 
there is a renewed effort to do a 
bigger and better sales advertis- 
ing and promotion job, and the 
publication of this story is certain- 
ly very timely. In fact, I have al- 
ready had several dozen phone 
calls and letters asking for com- 
plete copies of the talk. 


EMIL G. STANLEY, 
President, Traffic Service 
Corp., Chicago. 

. 


Lines Up Grammarians 
to Reassure a Worrier 

To the Editor: A few questions 
for James F. Rowe [Voice of the 
Advertiser, Dec. 7]: Where do you 
get that stuff? What school, either 
before or after the sixth grade, 
taught that “further” is incorrect 
for actual distance and that “It’s 
me” is a bombshell? 

All authoritative dictionaries 
give “further” and “farther” as 
synonyms. The “distinction” that 
Mr. Rowe cries about has never 
existed in the language. It was 
dreamed up by some nineteenth- 
century prig. In his great gram- 
mar, Curme pointed out that, in 
the adverbial use, the words are 
used without distinction, and even 
‘Fowler denied the distinction. 
|Marckwardt and Walcott, in “Facts 
About Current English Usage,” 


lish in the sense of distance. 

| “It’s me” is accepted as collo- 
| quial usage in all the large gram- 
mars. My Webster’s Collegiate 
|says “acceptable in spoken and in- 
|formal English.” Professor Pooley, 
|in “Teaching English Usage,” says, 
\“In cultivated colloquial usage 
jcustom has also established the 
;pronoun ‘me.’” (Notice the word 
“cultivated.”) The process that 
'made “you” correct in the singu- 
|lar, and that changed the old “Me 
|was given a book” into “I was 
given’a book,” has resulted in “It’s 
ime.” 

Even Winston Churchill, I am 
told, started a radio address with 
“This is me, Winston Churchill.” 
| If Mr. Rowe thinks that there 
is any relation between a copy- 
_writer’s pay and “proper applica- 
tion of grammar,” he’d better buy 
himself a dictionary and a few 
modern grammars—and he’d bet- 
ter buy them quick. 


CHARLES A. SHAw, 
Beloit, Wis. 


Usage Changes Language 

To the Editor: In your Dec. 7 
issue of ADVERTISING AGE, in your 
Voice of the Advertiser depart- 
ment, you printed a letter from 
a man who wondered about those 
ten grand copywriters. He deplored 
the use of the word “further” for 
“farther” and the phrase “it is me” 
for “it is I.” 

Now, although I’m only a small- 
salaried junior copywriter, I do 
try to keep up with modern 
changes in English usage. Appar- 
ently Mr. Rowe, 
wrote the letter, does not. 


Mr. Rowe should be informed! 


that today, rules of grammar fol- 
low usage. That is, if 99% of the 
people make no distinction be- 
tween the words 
“further,” then, to all practical in- 
tents and purposes, there is no 
distinction. Today, either is inter- 
changeable. 

Mr. Rowe objected to the word 


“me” in the phrase, “Yes, it is me, . 


Rhonda Fleming.” Mr. Rowe, like 


| 


classify “further” as literary Eng- | 


the man who | 


“farther” and. 
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any typical eighteenth century 
grammarian, would insist on the 
word “I” in place of “me.” Mr. 
Rowe should be informed of the 
fact that in the present day and 
age, to say “It is I’ sounds stilted, 
formal, and unnatural. My guess 
is that 99% of people today say 
“It is me” rather than “It is I.” 
So the copywriter who wrote Miss 
Fleming’s copy, in my opinion, cer- 
tainly deserved a high salary. He 
made her sound natural and 
charming. 

The modern trend in language 
today is to have the rules of gram- 
|mar follow usage. There’s no point 
in having a person learn antiquat- 
ed rules of grammar, if present 
day usage makes it sound unnatur- 
al. 

BARBARA J. NELSON, 
St. Paul. 
* + ° 

Eyes Rove to Britain 
To the Editor: The famous con- 
| troversy over the illustration of 
ithe “eyes and lips’ might well 
| develop into an international inci- 
dent. The enclosed ad from an 
English magazine Man _ About 
Town was sent to us recently by 


one of our London clients. Per- 
haps, for the sake of harmony, we 
should rapidly turn the page and 
save our British cousins from any 
further embarrassment. 
Roy RoBeErtTs, 
Bozell & Jacobs, Chicago. 


© . e 
Kansas City BBB Has 
Interest in Cigaret Ads 
To the Editor: This bureau ap- 
preciates your mention of our ac- 
tivities in the cigaret advertising 
controversy, which appeared in 


|your Oct. 26 publication in con- 
nection with Ray Norr’s publicity 
in that field. 

As one of the old timers in the 
Better Business Bureau field, hav- 
ing been with this bureau ever 
since it started in 1916—the third 
in the present list of 94 through- 
out the nation—I have long been 
‘disturbed by the growing menace 
_of pseudo-medical claims in ciga- 
| ret advertising, especially upon the 
growing generdtion. Adolescents 
_of both sexes are bombarded night 
after night by mercenary paid 
| testimonials by sports figures (who 
ishould know better) and movie 
|stars, to enlist converts to cigaret 
| SoMeton. 

The fact that leading advertis- 
ling agencies fashion some of the 
| extravagant printed claims and 
|commercials makes the problem 
| one somewhat comparable to 
‘cleaning out the fabled Augean 
| stables in the domain of advertis- 
ing, before much else can be ex- 
pected. 

Not even lip service to truth in 
advertising seems to be in evidence 
in some of this malpractice. 

The enclosed printed bulletin of 
| this bureau, dated Feb. 18, 1953, 
ihas been nationally circulated. 
Hundreds of requests for copies 
/have been received. 

The enclosed “talk,” read in ab- 
sentia before a society in Washing- 
ton, D. C., is now being mailed to 
sources designed to focus attention 
by the networks, the Television 
Code Review Board and the FCC 
itself on this undoubted abuse of 
advertising. 

Your publication deserves a vote 
of thanks from the advertising in- 
dustry for your alertness in pub- 
licizing so promptly the AMA re- 
jection of tobacco advertising as 
of Jan. 1, 1954. 

GEORGE M. HUSSER, 

Manager, Better Business Bu- 

reau of Kansas City, Kansas 

City, Mo. 


* ° s 
Holds Reynolds Ads Outside 
‘Objectionable Category’ 

To the Editor: This refers to the 
editorial, ‘Word from the Tobacco 
Companies,” in your Dec. 7 issue. 

We agree with the _ general 
premise of the second paragraph. 
However, since that paragraph 
specifically included this company 
in the “could just induce” con- 
nection, we would appreciate your 
letting us know of any advertising 
statement our company is making 
to which you believe the criticism 
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would correctly apply. 

In asking this, we most certain- 
ly feel that the advertising this 
company is doing does not deserve 
to be included in the objectionable 
category the editorial cited. 

W. S. Kornic, 

Public Relations, R. J. Rey- 

nolds Tobacco Co., Winston- 

Salem, N. C. 

How do readers feel? 


Takes Space to Report 
High Response to Ads 

To the Editor: We submit that 
it’s news-when an advertiser buys 
space in a publication to tell what 
a fine response he has had to his 
ads in that publication. 

That is exactly what happened 
(see enclosed tear sheet) when 
Merrill Marine Services, St. Lou- 
is, paid regular rates for an ad in 
The Waterways Journal, inland 
marine business paper, to an- 
nounce the enlargement of its 
regular weekly ad because of the 
response. 

Merrill Marine Services for 
some months has been running a 
small display ad in the classified 


We wish to thank our frends ond clients for the response we 


hove experienced to oy weekly odvertuement 
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MERRILL MARINE SERVICES 
Phone CHesteut 452) 
1801 RAILWAY EXCHANGE BUILDING 
ST. LOUIS 1, MISSOURI 


advertising section under the 
standing head, ‘“‘This Week’s ‘Bar- 
ometer.’” The ad was increased to 
one-eighth-page in the Oct. 24 is- 
sue. 

The unique ad was authored by 
E. M. (Jack) Merrill who, with 
Capt. Oscar Lane, operates the 
marine service. 

For your information, The Wa- 
terways Journal is the oldest 
(1887) and the only weekly book 
in the inland marine field. 

FreED HUME JR., 

Assistant to the Publisher, 

The Waterways Journal, St. 

Louis. 

* * . 
Lewis R. Linet Wants No 
Confusion with Mr. Linett 

To the Editor: As one of your 
subscribers, I saw a large front 
page headline dealing with the 
bankruptcy of “Louis  Linett,” 
president of several mail order 
houses (Dec. 7 issue), whose name 
is very similar to mine. 

This might endanger the credit 
of our company with manufactur- 
ers with whom we deal and who 
read your paper. 

Won't you in your next issue, 
feature a statement that “Lewis 
R. Linet, president of Merit Jew- 
els Inc., Philadelphia, is not the 
Louis Linett, etc. etc.” 

Lewis R. LINET, 

President, Merit Jewels Inc., 

Philadelphia. 

. * 
Tries Out Cigaret Style 
on Automotive Copy 

To the Editor: Even the 
cigarets—those 


—now have less tar, resins, mud, 
arsenic, horse manure, smaze, 
smog and smut than all the other 
weeds at your corner cigar store. 

Can you imagine the automotive 
boys following suit? This is how 
it might read: 

Frank’s Buick: Guaranteed to 
bring ’em back alive. 


Cadillac’s windshield assures 


you that you'll rest in peace—not 
in pieces. 
Drive a Ford and you’re more 
likely to have a future. 
Chevrolet’s Power Glide is so 
smooth you'll never even feel it, 


best | 
which are selling | 
themselves right out of the market | 


Lincoln does it again. “or the 
third straight year all the dri ‘ers 
fs Lincolns lived through it. 

You bet your life when you 
‘drive a De Soto. 

Kaiser cars will not break in 
two. ; 

Buy Hudson—no other car has 
such a low insurance rate. 

Studebaker—the only car that 


confuses the other guy more than_ 


it confuses you. 
We're not morticians—we’re au- 
tomoticians: Chrysler products. 
Nash—R. I. P. 
Davip P. AGNEw, 
Greenwich, Conn. 


a . ue 
Takes Issue with Hickerson 


| To the Editor: In your Nov. 16 
‘issue, Mel Hickerson is quoted as 
'saying that “about all there is to 
|advertising is copy.” I take issue 
with him. It’s like sayng “About 
all there is to good health is eating 
the proper foods.” Yet you can’t 
sell me on the idea that the shapes 
of some women aren’t more ap- 


pealing then others. 
Do I make my point clear? 
GILBERT E. Mort, 
Promotion Manager, Hearst 
Advertising Service, New 
York. 
e * s 
Response Shows Growing 


Interest in Typography 


To the Editor: Many, many 
thanks for Kenneth Butler’s very 
kind article in the Nov. 16 issue 
of ADVERTISING AGE. 

We have been flooded with re- 
quests for the series from all parts 
of the country. It certainly proves 
two things. First, that people are 
becoming more typographic con- 
scious than ever before and second, 
the readership coverage of Mr. 
Butler’s column. 

I have just completed an article 
on “Foreign Type Faces,” of which 
I hope you will allow me to send 
you a copy. It is the type of article 
that may (I am hopeful) open new 
horizons for American typography. 

The article will appear in the 


January issue of Art Director and 
'Studio News, the official publica- 


tion of the National Society of Art 
Directors. 

May I commend Mr. Butler on 
the wonderful columns he is doing 
for ADVERTISING AGE. His words 
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bear a ring of integrity that is 
quite unusual in a field so filled 
with complexities. 
AARON Burss, 
Art Director, Typographic De- 
sign Department, Empire State 
Craftsmen Inc., New York. 


izations. But.. 


what they sell. 


of these advertisers what 
they think of the results. 


Sure cee a lot of advertisers are Rotarians. And 
a lot more of them belong to a dozen other organ- 
. whatever their affiliations may be, 
they're all after the same thing... to reach upper 
bracket executives who have what it takes to buy 


We'd like nothing better than to have you ask some 


Th 
® 


*301,885 ABC net paid, June 30, 1953 


Rotarian 


CHIcaGo Ff, tte 


c 
t 


. WACKER OF, 


A week later, Pogue's, 90-year-old depart- 
ment store, broke the news of its Fall Sale 
with nearly ten pages in the Times-Star, less 
than one in the other afternoon paper, and 
two in the morning paper. In short, 77% of 
the opening copy went to the Times-Star. 


Retailers know 


newspapers’ selling power 


like nobody else! 
That’s why... 


in Cincinnati... it’s the TIMES-STAR 


Three success stories so solid 
you can hang 


Our Sales on them 


two papers combined. 


On Friday, October 2, Mabley & Carew, 
Cincinnati's largest men's and women’s 
specialty store, announced its Celebration 
Sale with seven pages in the Times-Star, 
three in the other afternoon daily, and one 
in the morning paper. The Times-Star carried 
almost twice as much linage as the other 


AL 


Then early 


partment store, 


sa 
eS eT 
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s dailies. 


your product? 


in November, 
southern Ohio's largest de- 


Shillito Co., opened its Novem- 
ber Sale by putting eleven 
pages in the Times-Star, less 
than seven in the other after- 
to noon daily, one in the morning 
paper. That's about 60% of the 
space going to one of three 


; Now which newspaper do 
| you think will do the most for 


The John 
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Broiil-Quik Boosts Nathanson 


Milton Nathanson has been pro- 
moted from general sales manager 
to v.p. in charge of sales for 
Broil-Quik Co., New York. 


FOR HIRE! 
THE TOP SALESMAN 
IN THE DAKOTAS 


No other salesman can match 
our twice-a-month call list of over 
100,000 live farm spenders! 


“DAKOTA 


Dakotas Own Magazine 
ABERDEEN, SOUTH DAKOTA 
“J. P. MALONEY, Advertising Manager 


Business Paper Success Story... 


Folksy Ads Keep Dealers Posted as 
Masland Changes Marketing Program 


CARLISLE, Pa., Dec. 23—This has 
been an eventful year for C. H. 
Masland & Sons, rug and carpet 
manufacturer. 

In June, after having distributed 


its products for 87 years through 


agents, the company took over the 
sale of its own merchandise—with 
its own sales force—direct to the 
retailer. 

It took a lot of doing, but it was 
accomplished successfully and ef- 
fectively. Business paper advertis- 
ing played a major part in the 
changeover. 

But first, a complete sales or- 
ganization was set up to service 


between 6,000 and 7,000 retail out- | 


lets. Divisional offices, show rooms 
and warehouses were established 
in New York, Philadelphia, De- 


|troit, Chicago, Dallas and San 


Francisco, and 43 salesmen were 
added to the payroll. 


@ Full pages and spreads an- 
nouncing the organizational 
change, introducing the new sales 
staff and giving details of policy 
and products were used in Floor 
Covering Weekly, National Furni-| 
ture Review, and Retailing Daily. | 

Masland has no advertising de- 
partment. The company’s adver-| 
tising is handled by Anderson & 
Cairns, New York. The agency has 
serviced the account for 25 years, | 
before 1951 as Anderson, Davis & | 
Platte. 

Speaking of this agency-client 
relation, T. Hart Anderson Jr., 


(Masland 


tm 


CHANGEOVER—This spread is one of the series of business paper ads used by 

Masland to announce formation of its sales department. Previously Masland carpets 

were distributed by Alexander Smith Inc. Business papers were a major part of 
Masland’s program to inform retailers of the change. 


A&C chairman, said, “Many years ‘Don’t try to do business with | with. Our long association with 
ago a wise and experienced busi- your friends. Try, instead, to make Masland is the strongest confir- 
ness man gave me as a maxim: | friends of those you do business mation of the value of that pre- 


a key executive? 


a valued clerk? 


a skilled worker? 


an experienced secretary? 


Lost Needlessly ? 


Although more than 70,000 Americans were 
cured of cancer last year the tragic truth is 
that at least 70,000 others—who might have 
been saved—lost their lives because their can- 


_cers had spread and “colonized” in other parts 


of their bodies before proper treatment could 
be started. 


That’s why we want everyone to realize that, 
since most early cancers can be cured, the best 
“insurance’”’ is: 

First ... To have a thorough health check-up 
every year no matter how well you may feel 
(twice a year for women over 35). 


second ... To learn the 7 danger signals that 
may mean cancer, and go straight to your doctor 
at the first sign of any one of them—(1) Any 
sore that does not heal (2) A lump or thickening, 
in the breast or elsewhere (3) Unusual bleeding 
or discharge (4) Any change in a wart or mole 
(5) Persistent indigestion or difficulty in swal- 
lowing (6) Persistent hoarseness or cough (7) 
Any change in normal bowel habits. 


If you want us to arrange a special educational 
program for your fellow-workers, phone the 
American Cancer Society office nearest you 
or address your letter to “Cancer” in care of 
your local Post Office. 


American Cancer Society 


cept.” 

@ Masland has been a consistent 
advertiser over the years, es ecial- 
ly in business papers. For ihe last 
four years the spearhead of its 
consumer advertising has been tel- 
evision. Currently, the company is 
using the 15-minute Garry Moore 
show Mondays on CBS-TV. 

The company has ample proof 
that this daytime program attracts 
and interests its women audience. 
It has received many favorable 
comments from retailers. When 
Garry Moore mentioned the Mas- 
land color guide folder just once, 
the company reports, it received 
over 20,000 requests. The response 
for aid to Korean war orphans by 
Garry Moore under Masland aus- 
pices resulted in shipment of over 
100,000 pounds of clothing and 
other necessities to Korea. 


a In addition to tv, Masland fea- 
tures its products in House Beau- 
tiful, House & Garden and Living 
|for Young Homemakers with full- 
‘color pages. Experimental adver- 
tising also is being done in Ameri- 
can Motel because motels are 
springing up all over the country, 
and this growing market for rugs 
and carpets is becoming an impor- 
tant source of sales for the compa- 
ny’s contract division. It should be 
pointed out, however, that institu- 
tional sales represent only a smal! 
part of Masland’s business. Its ma- 
jor business has always been rugs 
and carpets for the home. 


@ As Karl Knipe, Anderson & 
Cairns v.p. who handles the Mas- 
land account, says, “In order to 
establish in the minds of Masland 
retailer associates the corporate 
identity, or in simple terms, the 
kind of people C. H. Masland & 
Sons are, the company uses busi- 
ness papers to feature the many 
unusual things that have made 
Masland ‘always good company,’ 
in the phrase used by Mr. Ander- 
son.” This has been woven into 
samplers for distribution to re- 
tailers. An ad also was made of 
this sampler emphasizing that 
Masland is “weaving a good com- 
pany” which, like its carpets, 
“wears well.” 

Television, magazine and busi- 
ness paper advertising is backed 
‘up with merchandising aids for 
dealers. These include newspaper 
mats, radio and tv scripts for lo- 
cal use and glossy photographs and 
‘layouts for dealers who want to 
_make their own local advertise- 
ments. However, there is no co- 
operative advertising budget. 


. Masland operates on a set ad- 
|vertising allocation, and, it be- 
lieves that ingenuity and an un- 
orthodox approach are necessary 
to get the most results for its 
money. 

| . As an example, it has stressed 
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FOLKSY—Masland’s business paper ads | 
still emphasize the theme that it’s a good | 
company making a good product. Woven | 

samplers also were sent to retailers. 
that most people think of their 
homes in terms of “nest” or shel- 
ter. Frank E. Masland Jr., presi- | 
dent of the company, in a talk last | 
January, expressed the idea like. 
this: 


es “Man has an instinctive inher-| 
ent urge to ‘feather his nest.’ This | 
urge dates back to the time when. 
he climbed down out of the tree, | 
moved into a cave and covered the | 
bare floor with leaves. From that | 
time on a bare floor has been an- | 
athema. He has through the ages | 
sought to ‘feather his nest’ with | 
a covering, warm and soft and_| 
beautiful. Today’s soft surface’ 
floor covering represents the ulti- 
mate expression of his desire.” 
In developing this theme, a ser- | 
ies of one-column ads was used) 
in The New Yorker. Copy suggest-_ 
ed leaving the leaves to the birds. | 
“Feather your nest with Masland 
rugs and carpets...‘always good 
company.’ ” 
In preparing advertising, the) 
agency people come to the mill at) 
Carlisle, where they spend three. 
or four days to get the feel of car-| 
pet making. They present ideas, 
copy, layouts and media proposals, | 
and get the okay of the company’s 
executives before they leave. The. 
agency team usually includes Mr. 
Knipe, copywriter Jerry Cowle) 
and Wade Hancock, art director. 


a Frequently they stay at Kings | 
Gap, an estate on the heights of. 
South Mountain, ten miles south-) 


NATION'S LARGEST TRADE TERRITORY 


IMPORTS AND EXPORTS 
THROUGH PORT OF 
EL PASO 
UP 857% 


1952 Total 
WIGS FOUN cscsccses 


El Paso is the largest 
City on the Border 


Che Z1 Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 
A Scripps-Howard Newspaper 
Evening 


TWO Seporate Newspapers 
30° Line BUYS BOTH! | 


west of Carlisle, surrounded by 
48,000 acres of rugged, wooded 
mountain, which Masland acquired 


in 1951 to house dealers at peri-| 
‘tween Masland 


odic meetings. 
The company was founded in 
the fall of 1864 by Charles H. Mas- 


|land, after his discharge from the 


Union Army. The fourth genera- 
tion is now active in management 
of the company. 

Since the founding of the com- 
pany the carpet industry has 
changed from many hundreds of 
small plants to about 18 large 


as selling agent for Masland. 

As Mr. Masland stated in an ad- 
vertisement in the business press 
last June, “The relationship be- 
and Smith was 
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‘credit for the successful change- | Spiegel Leaves FC&B 


unique. Despite certain overlap-| 


ping product lines, mutual respect 
and personal confidence made the 


situation a happy one. In recent 


years, however, the overlapping of 


'the lines became increasingly ser- 


ious and it became apparent that 
a joint sales force was no longer 
the right answer for either com- 
pany. After careful study, the 


companies. Styles in carpets have Masland management made the 


changed from the old ingrains to 


today’s sculptured, embossed, and 


textured fabrics. 


a The Masland organization, too, 
has changed with the times. Until 
1938 its sales agent was W. & J. 
Sloane, which also acted as sell- 
ing organization for Alexander 
Smith Inc. In 1938 Sloane discon- 


major and far-reaching decision 
to establish its own sales organi- 
zation.” 


a The men who set up the new 
sales organization are Gerald C. 
Denebrink, v.p. for sales; James 
R. Dolan, general sales manager, 
and Edwin A. Tehan, assistant 
general sales manager. 


over that was made last spring. 
Without the business paper ads 
and use of reprints of them in di- 
rect mail promotion, it would have 
been exceedingly difficult, they 
believe, to have made the change 


as easily and effectively as they) 


did. 


Hollingbery Adds Two 

Nicolas Pitasi, formerly of Cle- 
worth Publishing Co., has joined 
the sales staff of George P. Hol- 
lingbery Co., New York, radio-tv 
station representative. Russell R. 
Gaudreau, previously of Benton & 
Bowles, has been added to the 
company’s sales research and pro- 
motion staff. 


Testing Combination Offer 


Joseph Spiegel, director of me- 
dia for Foote, Cone & Belding, New 
York, will retire Jan. 1 after 31 
years with FC&B and its prede- 
cessor, Lord & Thomas. 


Hewitt, Ogilvy Names West 
Don E. West, formerly with 


' Standard Brands as a group brand 


Lady Esther Ltd. is test market- 
ing in Pittsburgh a combination | 


package consisting of a $1 size 
hormone cream and a free jar of 
29¢ four-purpose face cream. 


manager, has joined Hewitt, Ogil- 
vy, Benson & Mather, New York, 
as director of merchandising. 


New Sales Opportunities 
‘for Fishing Tackle an@ 
Equipment Manufacturers 


Reaching more than 10,000 key dealers 
(total circulation 12,700) who serve the 


of 20,000,000 rt fishermen. 
Write for facte. 


~, ' 


PAPERMAKING—1659 


No single grade 


SHS SQAKS. AAA 


' 


of envelope paper meets every requirement. 


That is why Champion offers this wide range: 


. Colored Wove Envelope 
No. 1 White Envelope 
Gray Kraft Envelope 


The Champion Paper and Fibre Company omer sasss ornces me 


New York * Chicago * Philadelphia * Detroit 
St. Lovis * Cincinnati * Atlanta © Dallas 


WHATEVER YOUR PAPER PROBLEM . .. IT'S A CHALLENGE TO CHAMPIONI San Francisco * Distributors in every major city 


Ne’er Tear Envelope 


HAMILTON + OHIO 


White Foldur Kraft Envelope 
Radiant White Envelope 
Suntan Kraft Envelope 


tinued its wholesale business.) Both the company and the agen-| Newspapers, carrying 400-line ads, Fishing “lackle ews 
Alexander Smith set up its own cy agree that business paper ad-| pack the promotion. Biow Co., _ -TRADE_N 
‘sales organization and also acted|vertising deserves much of the! New York, is the agency. Wilmette, Illinois © Phone: Wilmette 4714 
a YON: .. % , 
YAdA 4 PAOD POPII IAG GES Xarcimmaial 7a Oe ‘ + | “= age ss 4 


TRADE 


” % t i S al Pe SHE Oe ce, Bed - Mann, WF 3 See: iy e Pe hy a gt Pa SP a ee ee Bn ae: «eS Baye eS ee W ee: - rome oe Oe ih eh eS er ee, AL TFN ge oe Poe eer el oN, ages a ~S: Oh Bee iy ea ne aia 0? ee eee eo 
ss . a nore bier OLS un ae aicaes Fr Br Ia ge te: I Sy oe Sepa en. ee < Lies pte i EP pe a es, Ss: Wr, cc Setee gt det ae hl Top) HEAR AA aie pon rye : Sage ae RRS Renna guerre eo ie so Parc Seema eae epoca SE ate ati ediered ns” ~S 5k eae ral pe ehetegt ve 
Sa os ON A nate eS. Wt A Bere Dh Ry Ss RE Ot a ee hae Rie eon DONE Se aie oe Cee ss: Sa Maen “ TRE ae og pe LX Pass ake ain on eae Ee a ae eee Ae eee a een eae ee Aaciucil er Meee ace ge MCE Pee. 2 ok. SN BRR aed ie yh Mer A ‘gh Se oes 
ae ” be Bie Es Ay: Bo ee ear oes yap eS panae y rea bt eee Te Pond a BR ee, NTE an ORE a Be poe ae eee ca yh ORS EY sae GaP Et i os Oe Peet 5s) es SSR Spee aree was ie Saeyeee Sarai SSeer eee ee et Se a ae et Be yes ey SA ake ane ae ees i Se pee vaheh pertea 
ea oe | Were Sry aaa ee Bris rib nade eee Sees. 4 OS een al ee eke ee Deen Bee ee. ea eye tse a pane eae g tae Res eRe te See" eae ene Cree al a eee SG hte a ee SS Rae's po RN atelier aaa 
at Ee att SET Wek ce ae ae ogee a ae eee ee ae vues fee ees Ee eee ae ee eae oy Liars emanm WC ee (ie Ss xe Vi SRT Save nao gee ACen Nae erates ts pny. Pia eee Pe REG ae : St Fa ameiroteae2, meee ; cee ae, | As at eee he Ea 
ial cs kag ager ag Mice nee SEN eee meet oh ame. ah 6 TIE oe Bae Th Se ae pe ce Nil ‘ Lard tee Tee , + yee. Kae rs Nag Rahs tate rote oh eee py eae Gres Sele nl a ee : es eed. Pee eee eS 

“ES Se a a ak, seamen a ee Oe Ts a ‘ pepe Oa av ne aN ve oie eM i fee is age a SPECS Mem anee ee : ales pre iy ae ae te Vat se OES 
ii a gee RD Soe ele i a eager ace € te Sg 9 : H eit oa : ; ae oF ise : ‘ 3 4 Pn, eae ed = ; 2 Nee nuh He es, ce zy fi Sey z re bas Ee gh: ame wc SF chaey ae 
— -¢ Seed ee eee Perngore —_ - : 
eC = 
ott Pe 
esate - a | 
a = } 
on “xm - pO 
wy y ~ 
=e PO | | Po 
es ee 
ee ee 
| ee 
{ 
ee mm se - 
. ’ ; bang’ 
f 4 " 
' ~ = 
- . “? 
| —“ {@. . . 
| ‘i =) (2 ex 
nn aaa ee 
—-s — 
' Se eT ee a | 
weet ge ot oon ame? Rips we ts 
a et | Ease ET 
© peed Se teens pretes ante by peuple ats oxime a Always Good Company Nahai et, 
Ramee tal 
aie Me 
| etl alg 
EAE ge 
needs . pee 
bat op -— 
j — 
gland 1 
Ai Beneicuen 
es ie nt 
{ BI 5 i eee 
Seen AL 
Penn gs sti 
gee Sy ka 
ane 
e ace on 
‘ — tac pes 
Ai 
ny 
RR ha 
alc 
jailer i) 
FS A 
ee ee 
hel spa 
: ae 
Ramee ¢ 
ere AD, 
a 
5 ha 
} ee 
ae 
pons 
“Tha 
Be a 
Po eae 
2 in aah 
| stars 
' yl eee 
(ea eae 
: J Seen e 
; 4 ners 
J | see 
( pas 
Dia 8 
Bee 
\ 7 ihe 4 a ‘ 
RO RR Em IB Ne SO CORES LSE LMT. : “gts et 
i PiceT TLE ELLE ERLIEE eee 
’ ' ; peach ad eat i tif i] i ee a Lee: : . 7 i 
} : } se ck 
— - ee 
| 1 ) ; aes « 
‘ H aa - [ +~4 ° os ney 
. am S cil 
' a) pee : ay 
ear a, ee : “3 ks 
‘ é ‘a eee t: i ’ pee 
: te ee Se ce me See ee “a eneaey 9 i Sale 
i Be seer a ee ae Paw tien. “ Bee a 
’ Ths eat Sa ie : 3 (eee eee eee ae 
Pierce tate ot et Tee zs J r ee ee RG 
“4 ‘ ' ‘ S, ee ere ee an “Somes ewan arin win ae 
4 ecm eee g ee bet oa ene): Sue 
esi Me aya * a c= tims sane ee a, 
} ‘\ . ene pace sree . ee ate [men Vibe ssc. 
. eet 7 hase eae : 2 hits Eee C , eer. 4 
Ss ' revere Bo oe $ i sy 
mee Papeete te ' Set Sue oe 4 - a har 
pe ce : a bene é Bee oie 
ee | — ” CEO ti rete - Maer E DAB on As Shs 
es ‘ ST i et a MOR Se AP ents : j 
| —s q Ne oof ’ oe pate ‘ 
one , ; Pp eaeiai : ~—> 5 RIGS Secs 
j itil ~ ai ; . — y Nees : 
pe easiest a Cts BE a paUtheee™ Hy Se ey aaa acura 
er Ce CsSCiés ie are ’ 2.) i Eis ae ae a 
cs 5 fest res , Ep en ening hot en hea ae 
Rpmicke "1h et ‘ . em * ‘ pice aimee co Sees 
- iar ee! a ee 2 Dace el Oe a Re 
: é va y } 
Coat i 3 ie , Ja 
’ j . 4 oo ¥4 es 
Jb SS ao , oy inte < Pepe) 
og | bE ta p t A 3 “ ya he ew 
. " : We : . %. /, 4 tae my ‘anaes 
. { cou feet oe 4 j YIP peee potas ee 
i - ate ee re, eee Sep mpeg Mie. 2: 
bes = 2 SS Beet. a nes me tae 
; - ve } aha tee hind y sack : a 
4 . ee ; een te sell 7 ee 
wee Be cot | eet ¢ Palos as - AW eS aay eet 
‘ 4 ee | Seana BY ' 4 , oo en inthe ae 
Eso me nes i segs = ’ Pe eee eee igi ae ba 
wee Se AE pcs stat , Lae ah: Rains SNe # 
Ss: 7 beta | Faget (Sealine Z * Resa rena 
alee BA * cei eee haa xs eerste Sat sian 
aes oly ge SO i pot ‘ ; ak Zeige Si ae Bs cy at 
8 i — PASO ys, a eae BAS ye See a age Coe Eee 
“ ae ee Se es ar ays ce 2 a ~ ° 3 egies ie pet = 
ba : ya ay aot Ah Fiatarctyiey ee oes vg . fue 
é | ; F oe patente a ee eS Bate Se: 
ies CaN age oe 
j | Bs ies ae > fee 
ey 4 ara 
bce) 
: s EE - MARK nee 
j , ibe 
‘ a 
! ree 
- a 
; bd gay): 
| yee ; 
Vere 
| r 
! fo aonebebied Po ee | 
evcscoses tee | : 
— ahd oc ane ee 
i 
* 
] 
| e 
Po ° Se 
Fe Sua 
ner SS 
(ate ra 
| | Ret 
jee 
. ae 
| : 
| 
, ’ ies 
= : | Rise eae 
} % | penne 
: re ee a 
f ze 
} 7 - ee 
Rea 
. ae. 
; ° . ; ah dion 
aah ' ; ; ' o : $ p ‘ : : ‘ ; : ‘ oe i : Se 
AO see ay, Tie are ee ; P _ : ‘$= a = = ; s ; : - eon Lime ae 4 = 
ae Pa re i z 5 ey cok é eS ier te aed : _ ? pee rere : : ee ee. Sp Nara ae 
a Ws ) eee ¥ : 4 : 5 : 3 " ms Say 4 oe z : ss hoe : : > ee 5 “ei ms wah $ : hie 4 aaa 
ass Ss ied if dee amr x aoe ; 5 as : he ‘ f f "ae tas Se Pa ia GOES Dy tag ot oe ( ; 2%, ok ase, ee Ph Fel erage tae fee had ieee ye bie od a ae oe Oe Beit A 
Pee Saae Raipe ye TER nn Tegel aye met sae "Ae Te 4 tks . ears im a oii ES ae a. : A ae) Re gt 2 pie sae hse * 6 Cie - Pn RELA RPI a oy sits OF CO 5 Ew Gia Rh cared Te gs oa. te EE i ge POP Sie BE RANE cg genset Lup t Fd Boh a ae Lae 
Siac Th: Pe EP ee AN wee a ce oat iy © mie FSS oY eae Lea a3 Dede BN oe po ae gt Oe EEE ORO RIM EP MOAN EE ofc) 0, WE Diag ab ae eae an or cas irae Gee eke Shey SEB dees iG an a aeeeraee Ben tee RO aah ae 
ba SEER, pinged ie Ss ‘'f. ary Ee ay fe Fee “eA, EN, Witte aaa a, eee ene ne SED Fe ee oe A? fe ie" ry eta i paaes “ethene: ae Ge ate tee aie, ee ae LUT at es Pr eS baie 8 hey. SAE Oe oe Th RR ace % Se ae ge Gin i ‘ rhe hee A ok SS 
ute 2 4) iS ve = - J pe. net ft Xe Ss ao a Dawe See ee we cag Se Uh ee % Lprege Pan ge ts Hage es f ey ik dae ie eee! re ; ~ ¥ 5: 2 : “s ee 5 G fe Pe a ae fi: a Ae oe oy f ro es or 5 es Beas iy ne eriath <ier's, Seg Re i, eT Sara ee a, a Wek 


40 


‘Payoffs' to TV Technicians Help 
Soaring Budgets Soar Higher 


New York, Dec. 22—Television, 
which costs enough legitimately to 
make most sponsors long for rub- 
ber budgets, has let itself be sad- 
died with extra payments of a 
more shadowy nature. 

The practice of “bribing” tele- 
vision crews to turn out a good 
job seems to be accepted in some 
quarters as an inescapable evil, 
but many responsible leaders in 
the industry think a day of reck- 
oning is bound to come. 

AA’s Eye and Ear Department 


brought the hush-hush practice in- | 
to the open (AA, Nov. 30) and| 


urged the industry to clean up the 
practice. 

To determine something of the 
extent of the payoff practice, how 
it got started and what can be 
done about it, ADVERTISING AGE 
made a spot check of agency men 
and producers. 


es “It was the custom over the 
years in network radio to pay a 
good technician $10-20 extra a 
week to keep him on the show,” a 
v.p. of one of the biggest advertis- 
ing agencies explained. “You 
might find this was necessary, for 
instance, to keep the sound effects 
man on the show. If the payola 
didn’t come through, he would go 
to his supervisor and ask to be re- 
lieved of the assignment.” 

Television has taken up where 
radio left off, with such key crew 
members as the technical director 
and the head lighting man coming 
in for a “little something extra” 
as an incentive to do their best. 

Once the precedent is set, there 
are any number of backstage peo- 
ple who may feel that they de- 
serve special attention when the 
extras are being handed out, this 
agency man continued. 


s Thus the payoff problem, which 
was relatively simple in radio be- 
cause of the small-size staffs—net- 
work director, sound effects man 
and engineer, at most—looms large 
in tv because of the number of 
people it takes to put a show on 
the air. 

The crews range from 10 up— 
and mostly up. The radio-tv exec- 
utive said agencies are becoming 
increasingly concerned over the 
problem because of the astronom- 
ical sums involved. 

This agency man, like all those 
questioned, asked that his name be 
withheld. He admitted that his 
agency used to go along with what 
seemed to be necessary for an 
efficient operation. The agency 
stopped the gratuities some time 
ago on the shows that are agency 
controlled. 

Whether the package producers 
from whom this agency buys still 
do or don’t make payoffs, he 
couldn’t say. In the case of one 
new package show bought recently 
for a client, the problem was dis- 
cussed with the producer at the 
outset and he was instructed not 
to allow the practice to get started. 


® This executive said the agency’s 
show had not suffered since the 
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payoff crackdown. “We decided 
that we were already paying for 
the services of the crew, which 
was included in the charges the 
network made to us, and that it 
was up to the network to give us 
a crew whose attention and loyalty 
we could be sure of,” he added. 
“When it comes to getting the 
people we want assigned to a show 
or keeping them when we get 


them, we place so much business 
with the networks that we can 
exert a little pressure in that di- 
rection if necessary,” he declared. 

For its “fairly complicated” 
shows this agency does, however, 
frequently provide about an extra 
day’s pay for the head cameramen, 
the technical director and a couple 
of other key members of the crew 
—quite legitimately and above 
board. But they work for it, and 
in the long run the extra work and 
extra pay could save the sponsor 
money on his show. 

On their usual day off these 
crewmen come to a meeting at the 


agency to discuss the next week’s. 
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show. This gives anybody who 
feels like it a chance to make sug- 
gestions as to the handling of 
certain aspects of the show and 
could save on overtime once the 
rehearsal gets under way in the 
studio. 


® Another v.p. who has a client 
as a co-sponsor of a lavish night- 
time network show said that the 
show’s director gets a minor pay- 
ment of $50 to $100 a week. “Our 
commercials are live and put to- 
gether with loving care. And we 
share the show with other spon- 
sors. 

“We think it’s worth it to have 


him on our side so that we can 
have the best possible commer- 
cials. We also give the stage man- 
ager a little extra now and then 
when he has to hold bottles or 
something of that sort. You don’t 
have to worry if your commercials 
are on film.” 

A third agency radio-tv chief 
traced the system to the theater 
rather than to radio. He blamed 
incompetent directors “who don’t 
know how to handle their people 
and try to buy them,” and a few 
crews which “blackmail the agen- 
cy and client by laying down on 
the job—the lights don’t come on 
....the sets are not up in time for 
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rehearsal and the budget is shot 
-.+. props mysteriously disappear 
or get broken.” 


® “Dispensing or accepting this 
‘found money’ which dcesn’t have 
to be reported on the technician’s 
income tax is the sort of thing 
that can tear down the whole 
moral structure,” this agency man 
asserted. 

Most of the independent pack- 
agers queried viewed some form 
of keeping the crew happy as more 
or less standard practice, although 
they were inclined to choose ex- 
amples from somebody else’s ex- 

periences, and took on a “Who, 


me?” attitude when questioned 
specifically about their shows. 

One top producer said that no 
“legitimate producer would en- 
,courage this vicious practice,” 
| though he was aware of instances 
| when the advertising agency con- 
| tact on the show wanted a specific 
head cameraman or a lighting ex- 
pert at a time that was off-sched- 
ule for him, and the “star of the 
show, the agency or somebody else 
paid what was necessary to get 
him.” 


® Another producer also singled 
out the agency as the villain in 
this video story. He said that agen- 


cy men now have a tendency to 
demand known names and faces 
as an insurance toward the suc- 
cess of their client’s $2,500,090 in- 
vestment. And since there aren’t 
too many “known” technical peo- 
ple yet, they have to pay to get 
them from somebody 
would also like to have them. 

This tv packager said the busi- 
ness of demanding known people 
as technical directors has reached 
the stage where there has been 
talk of some of the most sought- 
after t.d.’s getting themselves an 
agent to handle competitive bids 
for their services—just like come- 
dians, magicians and actors. 


else who, 


One of the big talent agencies ° 


has been toying with the idea of 
handling these key technical ex- 
perts. 


Brady Names Otte A.E. 


Elmer A. Otte, formerly ac- 
count executive and one of the 
principals of Western Advertising 
,Agency of Racine and Chicago, 
has been named an account execu- 
tive for Brady Co., Appleton, Wis., 
agency. 


TV Cartoon Moves in S.F. 
TV Cartoon Productions, 

Francisco, has moved into 

quarters at 222 Kearny St. 


San 
new 


Mooney Talks! ana advertiscis today 


are investing 36% more with WCBS RADIO than they did a 
year ago. They’ve found their advertising coin can earn a mint 
with WCBS, because WCBS audiences are the largest in New 
York — 41.7‘: greater than any other station’s. And they’re 
the fastest growing audiences — 13.4% larger than they were 
just a year ago*; larger today than in 1947*, before television! 
Nice thing about WCBS RADIO... its cost can be counted 

in pennies but your return is reckoned in the rustling 

kind of cash. Call us or CBS Radio Spot Sales. 


Source; Pulse of New York, June-November 1953 *Same period 


new vornk WCBS RADIO 


| 


| SHOWCASE—This new display case by 
| David Cummins & Associates, Glen Rock, 
|N. J., has hinged plastic covers, cork 
| mounting board and a fluorescent tube for 
illumination. 


WNHC-TV on Two Channels 


WNHC-TVY, New Haven, has be- 
gun a trial period of dual opera- 
tion over Channels 6 and 68. 
Under an FCC ruling, the station, 
using complete programs, has ten 
days in which to try simultaneous 
use of the channels. Extension of 
the limit could be obtained by 
overwhelming public demand only. 
Shifting to Channel 8 will permit 
the outlet greater power concen- 
tration. 


Skillman Heads Globe Sales 


Ed Skillman, formerly national 
committee executive secretary of 
the National Assn. of Manufactur- 
ers, has been appointed sales pro- 
motion, advertising and merchan- 
dising manager of Globe Lighting 
Products Inc., New York manufac- 
turer of lighting fixtures. 


Bowman Heads Knothe Sales 

C. R. (Bud) Bowman, formerly 
general sales manager of the man- 
ufacturing division of Laros Tex- 
tiles Co., has been named general 
sales manager of Knothe Bros. Co., 
New York maker of belts, sus- 
penders, garters, pajamas and 
shorts. 


Gets Asheville TV Permit 
Skyway Broadcasting Co., Ashe- 
ville, N. C., has received from the 
FCC a construction permit for tv 
Channel 13 in Asheville. Approval 
followed withdrawal of applica- 
tions by Asheville Citizen-Times 
Co. and James W. Orr, Asheville. 


CCNA Elects Two Papers 


The Baltimore Guide and the 
Shopping Guide, Morristown, N. 
J., have been named to member- 
ship in  Controlled-Circulation 
Newspapers of America. CCNA’s 
membership is now 161 newspa- 


Re 


GENUINE 
GLOSSY 
PHOTOS 
ta Qhuautities 


SELL BETTER! 


he - 


“Reproduction * 
where required 1.38 


additional (each eubject) 
PHOTOMATIC CO. 
53-59 E, Illinois $1., Chicago 11, Iilineis 
Phone: WH itehall 4-2930 
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ns | mphiet Series 


Dealer Ads 
not used? 


Increase dealer paid linage at low 
cost to manufacturer. Many suc- 
cessful case histories available. 
Distributors of Dealer Ad Cam- 
paigns for manufacturers and ad- 
vertising agencies since 1941. 
Write or phone for complete in- 
formation—no obligation. 


Special Correspondents, Inc. 
230 E. Ohio St. DElaware 7-1065 


Chicago 11, Illinois 


| 


Offered to Buyers 
of Photoengraving 


Cuicaco, Dec. 22—Laurence Inc., 
photoengraver, has launched an 
educational program on photoen- 


'graving for the advertising and 


‘ies of pamphlets, 


graphic arts industries with a ser- 
titled “Laur- 
ence’s Guide for Photoengraving 
Buyers.” 

Larry L. lLaVant, Laurence 
president, said the purpose of the 


and provide solutions for the prob- 
lems which the photoengraver and 
his customer share.” The pam- 


phlets are designed to tell the per-. 


son who uses, specifies, buys, ap- 
| proves or prepares copy for photo- 
engraving how to get the best out 
4of the processes at his disposal. 
The introductory pamphlet, 
“How to Order Photoengravings,” 
aids in selection of proper process- 
es based on paper to be used, time 
limitations, art techniques and 
/copy preparation. The pamphlets 
‘are to be distributed on a bi- 
'monthly basis over a period of 


,to advertising departments, agen- 
cies, schools and other interested 
groups. 

Taylor Poore, art director for 
Tempo Inc., Chicago, and Thomas 
|, Wainwright & Associates, a Chi- 
cago agency, aided in preparation 
‘of the pamphlets. 


Peretz, Sacher & Co. Bows 
I. R. Sacher, fiscal adviser to 


‘the League of Advertising Agen-| 


cies, has formed a new partner- 
|ship, Peretz, Sacher & Co., New 
| York, specializing in advertising 
agency management and account- 


pamphlets “is to review, correlate two years. They are being mailed jng. 


x editorially 
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heuer than Tomorrow! 


~ “viythins 


Bo exerythin’ for your Sgure 
A in everythin” you dot 


Five stew myers damcrng dang 
Ce rychint” lim. tm, emote i 
sug yout euddix. incapistutiy 
yet eee an acto ieee a 
gout seinen! ete 


SPACE-GIRL—Flexnit Girdles is using a 
space-girl encased from the neck up in a 
crystal space helmet to illustrate its new 
ad campaign for Flexnit “Ev'rythins’ which 
are “newer than tomorrow.” The first ad 
will appear in Seventeen. Kiesewetter, 
Baker, Hagedorn & Smith is the agency. 


| 
‘ 
1 


Backed by the resources of the largest exclusive 
building industry publishers, BSN has led in editorial | 
achievement for more than a generation. Its large | : ' 
organization of executive and key staff personnel ani \ 


have worked together for many years as a closely 
knit team . . . whose length and breadth of service is Coming 
Conventions 


unmatched by any other building industry publi- 
cation. : 
. *Indicates first listing in this column. 

Dec. 27-29. American Marketing Assn., 
winter conference, Mayflower Hotel, 
Washington, D. C. 

Jan. 8-10, 1954. Advertising Assn. of the 
West, midwinter conference, El Conquis- 
tador, Tucson, Ariz. 

Jan. 17-20, 1954. Newspaper Advertising 
Executives Assn., annual meeting, Edge- 
water Beach Hotel, Chicago. 

Jan. 28-30, 1954. Assn. of Railroad Ad- 
vertising Managers, Jung Hotel, New Or- 
leans. 

Feb. 5-7, 1954. Eastern Conference of 
Women's Advertising Clubs, sponsored by 
the Advertising Women of New York, 
Savoy Plaza, New York. 

Feb. 12-13, 1954. Northwest Daily Press 
Assn., annual meeting, St. Paul Hotel, 
St. Paul, Minn. 


ai. 


ae an 2b oh ans 


This recognized editorial superiority results in per- 
formance . . . readership for your advertising! That 
BSN is by far the preferred dealer magazine is proven 
by unbiased reader surveys made by advertisers and 
their agencies. 


buying power 


Building Supply News reaches the largest dealer 
buying power in the industry. Its readers are 
responsible for 88.2% of the total annual volume 
done by lumber and material dealers. 


advertising volume 


1954. 


° ° e ° e Feb. 15-16, Inland Daily Press 
Advertisers also recognize its unquestioned top posi- Assn., midwinter meeting, Drake Hotel, 
tion .. . this is reflected in the fact that BSN carries Chicago. 

Feb. 18-20, 1954. Southwestern Assn. 


the largest volume of display advertising of any 
dealer magazine in the building field. 


advertising gains 


of Advertising Agencies, Houston. 

March 10-12, 1954. American Assn. of 
Industrial Editors, 17th annual conven- 
tion, Hotel Roanoke, Roanoke, Va. 

April 28, 1954. Brand Names Day, an- 
nual convention, Brand Names Founda- 
tion, Waldorf-Astoria, New York. 4 

April 4-6, 1954 American Public Rela- 
tions Assn., 10th anniversary convention, 
Shelton Hotel, New York. 

April 12-18, 1954. National Advertising 
Agency Network, management confer- 

ence, Boca Raton, Fla. 

May 24-25, 1954. Inland Daily Press 
Assn., spring meeting, Congress Hotel, 
Chicago. 

May 24-30, 1954. National Business Pub- 
lications, annual spring meeting, White 
Face Inn, Lake Placid, N. Y. 

*June 2-4, 1954. National Sales Execu- 
tives convention and sales equipment 
fair, Conrad Hilton Hotel, Chicago. 

June 6-8, 1954. Magazine Publishers 
Assn., 35th annual meeting, the Green- 
brier, White Sulphur Springs, W. Va. 

June 14-17, 1954. National Industrial 
| Advertisers Assn., 32nd annual conven- 
| tion, Hotel Sheraton-Mt. Royal, Montreal, 
| Can. 
| June 20-23, 1954. Advertising Federa- 
tion of America, 50th annual convention, 
Boston. 
| June 27-39, 1954. Advertising Assn. of 
| the West, 5ist annual convention, Salt 
Lake City. 

*Sept. 26-29, 1954. Pacific Coast Coun- I 
cil, American Assn. of Advertising Agen- 0 
cies, Hotel Del Coronado, Coronado, Cal. 

Oct. 4-5, 1954. Inland Daily Press Assn., 
| annual meeting, Drake Hotel, Chicago. 
| Oct. 13-15, 1954. Direct Mail Advertis- F 
ing Assn., annual convention, Boston. 
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In the first 10 months of 1953 BSN gained 352 pages 
of advertising as compared with the second paper's 
gain of only 11 pees (that’s 32 to 1!). This is further 


eed 


recognition of the unmatched spa a and buying 
power offered by the industry's top dealer magazine. 


lowest cost 


Furthermore, a full schedule in the industry’s No. 1 
dealer publication costs less than a half-schedule in 
the second paper. 
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| NBC Promotes Halloran 


John E. Halloran, with National I 
| Broadcasting Co.’s radio advertis- 
ing and promotion department, has 
been promoted to assistant mana- 
| ger of advertising and promotion 
for NBC’s film division. 
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Advertising Age, December 28, 


Advertising Pages and Linage in National Magazines 


Official Figures for November and Year-to-Date as Compiled by Publishers Information Bureau 


Publications with an * report directly to ApveRTISING AGE 


Pages—___——.__ - U 
Nov. dan.-Nov. Jan.-Nov. Now. Nav. Jan.-Nov. Jan,-Nov. 
1953 1952 1953 1952 1953 1952 1953 1952 

Weeklies, Bi-Weeklies, Semi-Monthlies 
*Capper’s Weekly ............. 7.7 65.9 50.9 17,162 10,775 147,303 115,219 
*Christian Advocate ........... 23.5 222.3 256.3 9,730 14,912 91,985 106,112 
IO: 6 kb ete. san den 000s 115.0 1,145.4 1,415.9 78,204 106,342 778,716 962,557 
0 REESE AE Sree re 82.6 851.1 843.4 35,429 39,921 364,938 361,644 
SEES ES Perr re 22.6 204.4° 171.3 22,607 18,446 204, 176,968 
BNE 455 44640 exnencaaeas an 529.7 4,014.5 3,483.0 360,041 259,844 2,728,555 2,367,658 

cians ede esetabeeee. « 142.2 1,293.7 1,259.9 96,682 $1,707 879,517 856,416 
8 Ere 556.0 3,572.0 3,556.2 238,160 258,216 1,530,414 1,523,958 
eS 5 cna os 600640066 311.6 2,768.3 2,819.9 130,692 113.942 1,161,270 1,182,991 
rr 28.1 219.2 175.3 11,799 13,670 92,075 73,683 
tSaturday Evening Post ........ 324.6 3,948.6 3,948.9 220,669 301,691 2,684,121 2,684,297 
t*Saturday Review ............ 109.9 765.2 681.3 46,144 44,892 321,354 286,103 
rr 21.4 316.4 312.3 23,237 18,348 343,348 338,691 
SOU d86cb5495654000-0000600% 383.7 3,323.3 3,303.1 160,952 144,976 1,393,733 1,386,874 
U. S. News & World Report . 239.8 2,382.3 2,109.1 100,686 91,530 999,948 $85,376 

We OE cde ca deacinseca 2,898.4 2,849.0 25,0926 24,3868 1,552,194 1,519,212 13,721,661 13,308,547 
§Changed from weekly to bi-weekly July 23, 1953. tFour issues in November 1953; five issues in November 1952. tFive 
issues in November 1953; four issues in November 1952. 
Women’s 
American Fawlty ....cccccccece 21.0 205.7 187.3 8,996 9,560 88,211 80,320 
GO NI ncccceccctedens 48.3 439.4 416.6 20,681 19,053 188,423 178,492 
0 EES ee 51.9 505.2 450.2 22,266 20,414 216,652 193,056 
WE ES 6566 saseecess 90.1 743.0 704.7 38,648 35,753 318,643 302,106 
Good Housekeeping ............ 161.9 1,424.3 1,398.7 69,238 68,124 609,587 598,728 
 . Sr 52.3 466.4 486.8 22,463 21,183 199,963 208,536 
Ladies’ Home Journal ......... 127.3 1,051.8 1,052.1 86,582 84,101 715,093 715,391 
McCali’s Magazine ............ 778 756.2 791.2 52,883 53,528 514,095 537,888 
Parents’ Magazine ............ 86.3 737.8 696.8 37,000 31,660 316,010 298,450 
EN hii ws Gea.cecek ovanee 104.2 1,188.5 1,118.1 70,857 66,249 807.937 760,189 
i. ere 52.6 521.0 620.6 22,505 29,916 223,421 266,106 
*Western Family: 

Southwest Edition ........... 34.8 374.8 401.5 14,947 16,760 160,822 172,202 

#Mountain Edition .......... 31.3 333.1 343.7 13,418 14,983 142,952 147,465 

#No. Calif. Edition ......... 33.8 360.3 367.2 14,504 15,846 154,541 157,515 

#Northwest Edition ......... 32.9 358.3 375.4 14,120 16,012 153,697 161,549 
eee 77.8 726.9 773.8 33,328 33,574 311,507 331,394 
Woman’s Home Companion ..... 70.1 691.8 738.4 47,647 53,574 470,286 502,048 
po eee 39.0 349.4 312.3 7.643 5,896 68,500 61,211 

ae 1,095.4 1,076.3 10,182.2 10,149.1 555,684 549,345 5,209,150 5,206,117 


+See note at end of linage tabulation. #Not included in totals. 
Because the figures above for Everywoman’s, Family Circle and Woman’s Day represent only advertising that appears 
in 20% or more of the total circulation base of each publication, they are not complete. Listed below are total adver- 


tising pages and lines for these three publications. 


BOIOMINE  ccccccsccscinces 53.2 519.6 458.7 22,824 20.955 222.835 196,713 
a Bere 94.4 776.9 735.6 40,476 37,177 333,208 315,380 
er ery 79.3 739.7 785.5 33,980 34,058 316,994 336,429 
General 
ss eee 33.3 31.8 293.4 298.4 13,985 13,374 123,218 125,352 
*American Forests ............ 43.8 12.3 198.0 180.4 18,396 5,166 $3,132 75,824 
American Legion .............. 22.8 21.0 225.9 203.7 9,568 8,836 95,010 85,676 
American Magazine ........... 25.4 29.6 267.3 294.6 10,687 12,453 112,364 123,737 
SAS ee 25.5 25.7 248.1 224.1 10,922 10,985 106,490 96,125 
RE en eae 42.8 44.0 299.2 293.5 17,976 18,460 125,567 123,150 
*Christian Herald uice le S cba 62.4 56.8 448.4 458.0 26,767 24,347 192,305 196,500 
SEE. Nob t. 648466 %.54:65 0040 9.2 8.9 68.7 67.2 6,243 6,027 46,688 45,658 
er rr ree 43.0 21.0 300.0 164.0 7,826 3,822 54,600 29,848 
Cosmopolitan ................ 23.1 42.1 311.1 391.2 9,910 18,021 133,389 167,570 
*Eagle — uh slay ae ~ 8.0 9.7 67.0 71.8 3,367 4,080 28,165 30,128 
*Ebony Perey eee el te 80.0 i 649.4 642.3 54,392 54,487 441,599 436,468 
Elks Magazine a ae ee 19.8 133.9 129.0 8,519 7,709 57,535 55,508 
ME ide 5 603.6% 64.85 <00k e006 72.7 619.4 640.2 49,464 58,674 421,346 435,311 
are ne 14.2 149.5 127.7 8,904 7,228 93,908 80,199 
I Ss one Sb-e ceed 30.2 219.5 227.2 20,753 19,276 150,967 156,220 
I Gav oiuss ech as0es band 44.2 266.0 265.9 18,902 18,506 113,869 113,676 
-WBemie Veneer... cesses 50.2 349.2 371.7 22,126 18,803 154,005 159,452 
Harper’s Magazine ........... 28.4 218.2 207.5 11,870 13,011 91,407 86,897 
SE (MER e sacs ke ixseak wae 94.7 735.2 710.2 64,340 52,168 499,722 482,633 
*Improvement Era ............ 40.4 365.0 337.3 16,974 19,728 153,313 141,620 
*Instructor nena ds etka anes 42.7 311.8 293.9 29,201 33,856 213,296 201,208 
*Motor Boating .............. 70.4 993.5 904.5 41,405 34,055 584,143 531,797 
National Geographe ........... 53.8 469.9 434.3 12,793 10,829 111,704 103,254 
- 2 a er 37.5 311.2 310.6 25,486 22,437 211,661 211,198 
RE. Gad cen cad ba aee 51.9 441.8 486.6 22,257 22,216 186,008 204,387 
CE Cheesy eseheckcnaee 33.3 221.0 242.9 14,300 13,907 88,843 98,082 
Redbook Magazine ............ 31.0 218.0 237.7 13,320 12,519 93,529 101,937 
. . . 55 SR a e- 7.7 106.5 123.2 3,254 6,305 44,740 51,761 
\|!*See . ee ae See 13.3 77.2 73.0 8,930 9,764 51,876 49,039 
Town & Country Tee verre 110.1 811.8 822.6 73,882 69,125 545,066 552,347 
Wee cas ere eee 49.1 391.2 352.5 21,070 16,647 167,953 151,312 
*Yachting Chivkcaraeierneeed 79.6 1,016.0 908.2 46.805 38,514 597,406 534,022 
eee roe 1,394.5 11,802.3 11,495.9 724,594 685,335 6,174,824 6,037,896 
|||November-December issues combined. 
Home 
ee ere 86.0 729.1 673.7 289 47,755 460,369 425,413 
Better Homes & Gardens ....... 161.8 1,703.5 1,513.3 102,227 105,929 1,076,031 955,919 
*Flower Grower ......... see 30.0 599.6 533.6 12,600 12,026 251,846 224,126 
House Beautiful ......... bose 229.3 1,379.5 1,350.8 144,875 142,259 871,213 853,019 
House & Garden ...... Ka eeaee 175.2 1,059.8 1,042.1 110,646 114,799 669,130 657,979 
SU REBADEN $6 54.06 cickee dns ; 122.5 771.2 674.4 77,393 60,901 487,133 426,053 
Sunset Magazine hin aikine ba or 173.9 1,380.3 1,125.9 73,026 57,378 579,719 472,870 
Of 978.7 7,622.8 913.8 575,056 541,047 4,395,441 4,015,379 
Fashion 
Tl 65 b5-4350.0s cxdeduaes 80.8 980.4 904.5 34,628 35,460 420,499 388,122 
Eh 55 cave vacawe ne 92.7 ,048.7 975.8 39,752 38,085 449,837 418,616 
Harper's Bazaar ...... eins 133.5 154.2 ,190.0 84,322 72,925 729,326 751,951 
ee er 75.8 ,062.4 ,050.0 32,507 34,068 455,821 450,533 
Vogue ats seadtasdee 189.2 ,628.5 588.4 119,513 114,786 1,029,017 1,003,643 
Total one . Seek hin ahem 372.0 874.2 5,708.7 310,722 295,324 3,084,500 3,012,865 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ........... 39.0 39.0 369.6 373.9 16,728 16,714 158,439 160,214 
EEE eb adecsausesoe 36.7 46.1 374.0 399.2 15,713 19,768 160,434 171,321 
re 28.7 36.6 303.8 329.3 12,301 15,699 130,324 141,238 
Fawcett Women's Group: 
Motion Picture ............. 24.6 34.5 283.5 327.4 10,575 14,814 121,749 140,508 
True Confessions ............ 32.8 37.1 348.4 380.9 14,047 15,885 149,401 163,405 
Hillman Women's Group ........ 18.1 15.0 126.7 127.4 7,786 6,441 54,531 54,797 
Hillman Romance Group ....... 5.0 6.1 62.1 57.8 2,159 2,645 26,654 24,876 
Ideal Women’s Group: 
Intimate Romances .......... 18.3 29.6 197.9 252.6 7,837 12,707 85,026 108,571 
GED GE cw sids-cwcrcossose 20.9 22.5 204.5 225.3 8,983 9,677 87,899 96,852 
Movie Stars Parade ......... 20.9 22.5 204.7 225.1 8,983 9,685 87,997 96,776 — 
Personal Romances .......... 17.1 26.9 192.4 239.2 7,336 11,587 82,667 102,860 | 


Nov. 
1953 
*Quality Romance Group ....... 6.0 
Soveomiand Unlt 2... cccsccuee 19.5 
*Secrets Romance Group: 
Revealing Romances .......... 17.0 
re eee 21.6 
True Story Women’s Group: 
ST: A NhGbesecdesaeeks 45.4 
Radio—TV Mirror .......... 24.0 
i eer 25.3 
i . © eee 25.7 
2. ee 25.1 
oe BO POR re 54.9 


ee Serre ere 


526. 
NOTE: Figures for each publication in the Dell, 


Fawcett, ‘Ideal and True Story groups 


aad 


include all 


group as a whole PLUS additional advertising carried by each individual publication. 


Business 

. .. 2 _ SP 510.4 
ee 150.5 
*Financial World ............. 29.0 
PE: Weeca see Sees se edaneh ise 41.2 
rer rrr: 162.5 
Modern Industry .............. re 
oo ee 48.7 

Wee QUOD vikdsesscsbeased 


5,333.2 
1,128.4 


431.1 


942.3 1,007.2 10.017.6 
tFour issues in November 1953; five issues in November 1952. 


5,146.3 214,209 239,896 
727.3 92,602 29,142 


i ——— 
dJan.-Nov. 


Jan.-Nov. 
1953 1952 


18,144 15,120 
88,688 118,715 


79,829 66,430 
97,372 88,195 


U7 17,287 14,15¢ 
5 102,700 100.014 
2 —_ 66,451 
3 20,872 20,079 


681.2 459,847 477,864 


Magazine Linage Trend  Fiswres in thousands 


177,715 165,759 
111,034 112,161 
121,138 120,600 
118,224 119,471 
118,059 122,279 
231,507 236,438 
— 2,306,831 2,426,586 


advertising carried by the 


2,238,270 2,159,942 


594,237 305,102 
186,414 196,004 
177,519 163,495 

1,018,152 912,924 
398,344 692,384 
184,625 


1953 


WEEKLIES 


NOV.| 1,552 


OCcT.| 1,638 


1952 


amen 


GENERAL 
1953 


Nov.[725 


oct.| 666 


J 


1952 


nov. Ca’ 


WOMEN’S 
1953 


nov [556] 
ocr. (586 —] 


BUSINESS 


Nov. 
oct. 


FASHION 
1953 


ocr. [524] 


NOV. 
ocr [56a] 


HOME 
1953 


1952 1952 1952 
NOV. nov. ZZ ff | nov. EEE NOV. 
Youth 
ll 9.5 ‘ 70.9 4,071 31,737 30,358 
LTE 5602.0 64-csc cases 17.4 248.2 246.5 7, 106,567 105,817 
Dr ME ésa¥buesdessbvieds 29.0 248.6 214.4 19,719 17,716 169,190 145,868 
 - Qa rrr rrr, t 5.0 ‘ 26.0 2,166 9,215 11,180 
Scholastic Magazine ........... 42.5 290.2 259.6 17,851 121,780 108,962 
We ED Kb eocévccanrses 103.4 ‘ 882.5 817.4 51,272 43,246 438,489 402,185 
tAmerican Boy and Open Road combined effective September 1953. 
Outdoor & Sports 
*American Rifleman .......... 65.8 625.6 615.6 28,232 27,975 268,333 264,113 
PR EE sak ccc erenncye 63.5 695.0 617.3 27,250 25,546 298,143 264,976 
i oo ... Serre , 24.7 231.6 213.5 10,608 99,417 91,571 
*Hunting & Fishing .......... 22.1 269.2 299.9 9,472 115,457 127,796 
CT ER: ca cebeseacescesss 65.9 697.6 607.3 28,305 24,678 299,243 260,583 
t*Outdoor Sportsman ........... 9.5 126.7 4,075 4 a 54,373 
Se SD 6 pseyecsdbeddere 57.3 596.1 552.9 24,607 24,491 255,633 237,186 
a rR eer 308.8 3115.1 3033.2 “132,549 ~126.156 1.336.226 1,300,598 
+Sept. 1953 figures not available. 
Mechanics & Science 
Mechanix Illustrated .......... 87.3 846.9 824.0 19,558 19,330 189,718 184,574 
Popular Mechanics ........... 190.1 1,746.1 1,664.0 42,574 40,250 391,131 372,726 
ge ee 148.0 1,438.9 1,383.2 33,152 30,912 322,302 309,825 
§*Science & Mechanics ......... 96.7 572.1 443.2 21,657 19,815 128,137 99,265 
fk eee 522.1 4,604.0 43144 116,941 110,307 1,031,288 966,390 
§November-December issues combined. 
Detective & Fiction 
Bae WS. BHD: iccicdicccces 19.2 176.7 213.9 8,26S : 76,018 92,028 
#t*Macfadden Men's Group .... 48.9 602.5 407.1 20,965 31. 258,474 174,658 
*Popular Fiction Group ...... 16.3 151.7 152.0 3,651 ) 33,949 33,987 
*Thrilling Fiction Group ...... 10.1 116.5 147.4 2,257 y 23,871 30,540 
. - aerrrererreT?r “15.6 4449 513.3 14,177 15,590 133,838 156,555 
Not included in totals. {Formerly Sport Men's Group. Master Detective added to group in September 1952; Climax added 


in March 1953, dropped after September 1953 issue. 


Farm 
ls a ee ae 60.1 
+Country Gentleman ........... 111.7 
Oe rrr . 1015 
t§Farm & Ranch—Southern 
DEE scveisedesiose 41.1 
§Progressive Farmer ........... 109.8 
Ge FURS 6c cccccsneen 92.1 
 £ . Serer. 516.3 


tChanged from 680-line page to 429-line page in February 1953. 


1953. §See note at end of linage tabulation. 


Newspaper Sections (1) 


(Nationally distributed 
with Sunday newspapers) 


tAmerican Weekly ............ 60.8 

SEE. covenseaesedcvuetetee 60.2 

This Week Magazine .......... 90.7 } 
WA QU Nc cdnicscosees Wily Mid 


+Changed from 1,000-line page to 850-line page on May 11, 1952. 


Newspaper Sections (II) 


| (All other newspaper 


sections and comics) 


tFirst 3 Markets Group ....... 56.9 


I 


4986.5 250,825 
tChanged from 680-line page to 429-line page in January 


573.7 25,779 33,989 
947.2 47,926 61,482 
1,026.5 43,516 42,252 


381.1 17,643 22,293 
1,030.4 74,559 67,452 
1,027.6 41,402 45,886 


420.4 51,641 43,692 
431.7 51,088 54,260 
724.9 76,973 74,269 


T5776 “W972 “Wee “Tessas Tse ies 


273,354 


288,654 390,707 
451,373 644,249 
446,171 439,982 
201,844 259,007 
740,343 700,554 
444,258 462,234 
2,572,643 2,896,733 


478,908 379,305 
462,398 366,286 
682,237 


615,574 


289.5 48,366 34,600 382,230 289,025 


Pea ea NE SPR TR ce eis Se AE RR idee Sc i cer eS tn i ee ee 
NO eT ee get Me a GI haa la ia a ee ct Aare. 
OE We POA Sa eee. ee ile PS” Rg RO Be cee a ee GE nes oa i. sie See cua UMMM Ae coe 
eS eee eee TE RS TI is a ee tee a ee ae Spun. ids oe Tee hid g? oi ps. ee ey Salt wits ee ed ose ey se igker> Bi af me af ha ee ie Fe , iaetias tee pad ead ies a h rt ie ge oh ee ‘a é sige hae: or : ia ida ree 
| Pn 1953 43 
| ——__————_ Pages___—_—_———- ————— 
Nov. dan.-Nov. Jan.-Nov. Nov. Nov. 
} 1952 1953 1952 1953 1952 
ae 48.0 40.0 2,268 —_—_- 
27.9 206.7 276.5 8,383 11,985 
15.6 186.0 1547 7,312 6,690 Po 
21.4 227.0 205.6 9,246 9,187 
419 4144 3868 19,457 17,951 
| 25.9 259.0 261.8 10,302 11,116 
| 31.6 282,4 281.3 10,848 13,545 
28.7 275.7 278.7 11,030 12,309 le. 
: 30.8 275.2 285.2 10,760 13,214 es 
61.6 540.1 551.6 23,517 26,423 eee 
pe ae 
| 69.4 . 
19.4 443.9 466.9 12,177 8,132 ae 
33.7 423.1 389) <i 
158.3 1,611.0 1,444 ; 
107.9 646.9 1,124 : 
46.9 | 382 
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penne CIE Lt —_-— Payes—-—_ ——_—__——Lines— 
Nov. Nov, Jan.-Nov. Jan.-Nov. Nov. Noy. dJan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. 
1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 
N.Y. Herald Tribune-This Week 51.9 37.8 447.2 331.1 44,032 32,076 349,184 281,137 | Foreign 
||!New York Mirror Magazine See 64.8 619 475.0 447.0 63,535 60,698 465,525 441,855 Life International: 
New York Times Magazine ...... 253.2 223.6 2,058.7 1,752.1 215,241 190,062 1,749,762 1,489,276 English Edition ............. 85.9 55.4 604.8 613.7 58,395 37,655 411,145 417,356 
Puck——The Comic Weekly ...... 9.5 18.5 124.9 147.8 18,203 35,345 238,420 282,612 #’Spanish Edition 64.1 ee 554.3 lass 43,605 376,805 < 
a | eee 4363 3764 FS555 2967S “389,377 “352,781 “3,185,121 2,783,905 | +Newsweek-European........... 40.9 37.3 357.3 3724 17.185 15,680 150115 156,450 
¢Changed from 1,000-line page to 850-line page in January 1953. ||\Changed from 1,000-line page to 980-line page in June | +Newsweek-Pacific: ; : ; j 
1952. — : sg PeTeen err Cre at = = ots ——_ 15,400 180,390 155,260 
okyo Edition .. ‘ ; f , ; 26,320 308,910 291,200 
Popular Mechanics: 
All figures in the following groups were compiled by Advertising Age Mecanica Popular 
(Spanish Edition) ........ 21.1 24.3 271.5 261.2 4,732 5,446 60,818 58,478 
Comics Magazines Seton fami 
French Edition) ........ 23.3 : , J ' 5 
§ American Comics Group: ia Pag Ay ition) 28.8 256.0 296.0 5,208 6,440 57,300 66,248 
(Veteh 2 Unkle) ...cccesee 14.0 6.5 59.2 47.0 5, 3,213 22,365 17,766 TL. J5¢c66546A605000 06 48.0 40.0 432.0 475.5 
Fie 2 38 8s 2102, 1,323 10,899 [ae | mae 50 6880 $000 S18 10886 10.556 Pigeon 107,653 
BOO BD vvcccsscccsceves 7.0 5.0 30.3 28.0 2,646 1,890 11,466 9,828 a rr ee 46.0 10.0 304.0 10.0 8,372 1,820 55,328 1,820 
§Archie Comic Group .......... 8.0 5.0 35.0 38.5 3,024 1,890 13,230 14,553 British 20.0... sees eee eeees 76.0 72.0 649.3 656.5 14,136 13,392 120,765 122,109 
ete —_ pad \sudaes 9.0 7.5 50.5 43.0 3,402 2,835 19,089 16,254 a ie I A 82.5 86.5 790.0 847.0 15,015 15,743 143,780 154,157 
ion: i roup: DEY “Sdaeds dddsseeeavase - i , § ‘ J 
(Total 2 Units) ........... —- a 2s ee lee eee ee | ee i530 SO) (100 G8 oals (1488 20.278 «32,050 
— _ a bbesead cave seees oe re = 54 bry neo oS ores French (Belgium) .......... 60.0 55.0 509.0 581.8 10,500 9,625 89,075 101,820 
eS AP ee . , . f ' ' A i | ee 98.0 q ft . , > 
Quality Comic Grow... 60 60 66.0 530 2.258 2.268 24948 20.034 | French (Provincial) 2... $00 620 «7220 «O77LS) «8780 4a30eineoe hates 
§Standard Comics Group ........ 3.5 4.0 30.8 26.1 1,323 1,512 11,642 10,622 Prem. COMED. ons csccsiccs, 24.0 27.0 205.0 288.0 4,200 4,725 35,875 50,400 
. ae Ne re 51.5 41.2 362.7 319.0 19,467 15,567 137,075 120,639 German (Germany) ........ 92.0 88.0 612.0 620.0 16,744 16,016 111,384 112,840 
§November-December issues combined. #Not included in totals. i 23.2 28.0 193.2 265.5 4,227 5,096 35,167 48,322 
# Iberian sehedeashsenedeus 27.0 11.0 244.5 11.0 4,914 2,002 44,499 2,002 
Canadian National Weekend Newspapers (Rotogravure Linage) ME Purtadics che cagens.cx' 78.0 50.0 6355 4619 13,416 8,600 109,306 79,454 
eM Guntrlatstesiensss 87.5 821 6625 580.7 87.505 82,099 662,585 580,037 | Japanese -«....- 0-0... a i a Ti 
SMD Biotnnstd canes tied 67.3 56.3 6065 567.3 67,251 56,258 606,152 567,157 | Japanese Troop ............ + ay Ee 
1Star Weekly... .. ccc eee eees 856 91.3 858.4 777.1 81,287 86,774 815,174 738,011 | Latin American (English) .... 7.0 60 69.0 — 102.0 _ i= er or 
tWeekend Picture Magazine .... 93.2 86.3 843.9 725.5 90,893 84,130 822,937 707,333 prog eet ba an oat 4 ri “ATs 47320 51.506 
Total aie rseeech a 333.6 316.0 2,971.3 2,650.6 326.936 309,261 2,906,848 2,592,538 ta a gaa RC 290 13.0 236.5 173.0 4.930 2.210 40.205 29,410 
tFour issues in November 1953; five issues in November 1952. ge EE Ee eee Oe 4 oad hod oe ed rp 150,050 161,776 
DE eas bivedeureic € ; . y F 2,888 124,152 119,319 
Canadian —o Hemisphere ....... re aa 483.0 548.9 10,556 9,550 87,906 99,898 
Canadian Home Journal ........ 44.9 44.7 4428 452.2 30,526 30,386 301,062 307,466 | - Swedish... 00... esses ens , 4316 64127 =61,439 8,370 80,286 8 =-_76,738 
Canadian Homes & Gardens .... 49.2 46.4 545.4 503.8 33,489 31,554 370,832 340,531 | tTime-Atlantic ................ 91.3 66.5 814.2 832.1 38,360 27,930 341,915 349,510 
ChatelANe cccscccceseereseeee 46.1 55.9 485.2 459.3 31,358 38,018 329,936 312,309 | fTime-Latin American ......... 110.4 988 1,077.8 1,022.5 46,375 41,510 452,690 429,520 
SE“ Bessearesscsecesese 100.8 85.3 896.7 6784 68,550 58,031 609,765 461,266 — bene teen eens ae =. ine 4 Fe yy bey m4 309,540 267,505 
AM or ccccccesessseeseees 53.5 69.4 529.3 5728 36,391 47,172 359,892 389,473 WO wees eee ee ee eee eee ees : 7,080 189,630 66,480 
Reader's Digest: ME bigteadvhscsdaaeerens $3.3 39.5 526.3 430.1 22,400 16,590 221,080 180,680 
eee BON “decsccecccce 105.5 101.0 860.5- 846.0 19,201 18,382 156,611 153,972 My ME <civeysevneseas 1,920.7 1,679.6 16,679.1 16,839.7 517,560 427,922 4,430,735 4,387,973 
PUNE GEER ccc cccccse 110.5 111.0 902.5 876.5 20,111 20,202 164,255 159,523 f : " i . 7 
a Mee ............... 25.8 315 289.5 279.1 17,570 21,436 196.865 189.865 #Not included in totals. tFive issues in November 1953; four issues in November 1952. ‘Started publication in December 
Reve Populaire ...........-.. 32.6 33.4 310.9 314.1 22,852 23,365 217,625 219,884 1952. ‘Started publication in November 1952. *Started publication in October 1952. ‘Started publication in July 1952. 
| mm 
Samedi... -seeeceseceeceees 46.0 43.4 392.7 323.9 32,193 30,409 274,961 226,826 | NOTE: All sectional advertising of Everywoman's, Family Circle, Woman's Day, Farm & Ranch—Southern Agriculturist and 
Saturday Wight .........60065 94.0 1186.8 824.6 892.1 63,886 80,751 560,683 606,588 P “ : ee eye = b “Sigg - - 
sy | ; 106.47 84.000 837.970 685,300 | Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the par- 
tTime-Canadian .........6+5:- 253.5 200.0 1,995.3 1,631.6 06,470 ’ 4 A , / . 
——— — | ticular edition carrying the advertisement to the total circulation of the magazine. For example, if a page advertisement 
WN WUE. indiasececckde 962.4 940.8 8,475.4 7,829.8 482,597 483,706 4,380,477 4,053,003 | appears in an edition representing 25% of the total circulation of the magazine, it is counted in the totals as .25 pages. No 


tFive issues in November 1953; four issues in November 1952. 


sectional advertising is reported that does not represent at least 20% of the total circulation base. 


Music Instrument Industry's Six-Year 
Public Relations Drive Booms Sales 


By Robert Murray Jr. 

Cuicaco, Dec. 23—Twenty-five 
years ago, the musical instrument 
business seemed to be dying out. 
Today it is booming. Dollar volume 
is four times what it was in 1939. 
Inflation accounts for some of the 
gain, but unit volume is more than 
1,300,000 and going up as fast as 
output can expand. 

Few if any other big industries 
ever withered so much yet went 
on to such new heights. It’s amaz- 
ing, at least to the outsider, that 
this recovery should have hap- 
pened to a business whose custom- 
ers have to go through a period of 
torture before they can use the 
product. 

But to the insider, the recovery 
does not seem so amazing. Grati- 
fying, yes; not inexplicable. Lead- 
ers in the musical instrument 
business credit their prosperity in 
large part to a public relations 
plan they adopted six years ago 
and have followed faithfully ever 
since. 


s Factors other than the indus- 
try’s over-all p.r. plan no doubt 
helped. Arthur Godfrey, for ex- 
ample, greatly influenced interest 
in a certain instrument. But even 
so, it is believed by many that 
ukulele sales wouldn’t be where 
they are—perhaps 260,600 have 
been sold this year—if the music 
boom hadn't caught on otherwise. 

This boom covers practically 
every instrument. Piano sales, a 
rarity in the late ’20s, are way up 
to the 200,000 mark this year— 
more than were ever sold before in 
a year (not counting the extinct 
player pianos that used to be the 
rage). And brasses and woodwinds 
and strings and accordions and 


whatever you may play are doing | 


well, too. 


a Since the industry, banded to-| 


gether at all levels by the Ameri- 
can Music Conference, 


of its public relations program, it 
is worth recording just how it 
started and operates. 

As this reporter recalls, leaders 
of the National Assn. of Music 
Merchants did not have an easy 
task in 1946 of getting the industry 
behind the promotion job they 
wanted. There were then, and 
still are, several associations to 
deal with, at the manufacturing, 
wholesaling and retailing levels. 
At the NAMM convention that 
year, talk of higher dues to cover 
public relations work ran up 
against a rising optimism that 
sales were bound to go up anyway, 
a backlog of sales having piled up 
during the war. 


we Nevertheless, the various seg- 
ments feli into line, funds were 
assured and a committee was 
formed to study the p.r. matter. 
The committee consulted with 
perhaps 30 p.r. men in all and 
eventually gave its account to a 
Chicagoan, Phil Lesly. He still has 
the account, which is the one he 
went into business with as Philip 
Lesley & Associ- 
ates. (He was not 
exactly new to 
the field then; in 
fact, he was orig- 
inally contacted 
because a com- 
mittee member 
had read a book 
he had published 
on public rela- 
tions.) 

Mr. Lesly sub- 
mitted a plan 
calling first for setting up a sepa- 


Philip Lesly 


originally the Music Institute of 


_Music Conference. He also recom- 
mended an extensive survey of the 
/public’s attitudes toward musical 
instruments and music generally. 
| 


es (Actually, most of Mr. Lesly’s 


claims proposals were submitted earlier 


rate promotional office. This was | 


America, soon renamed American | 


— 
\ *S 
“ ~ 


‘ 


MUSIC COACH—As part of his field work for American Music Conference, Marion 
Egbert this fall showed this group of Belleville, Ill., park district recreational lead- 
ers a few pointers on playing instruments and conducting songfests. 


abhors the approach now and does 
not use it. He told AA he thinks 
speculative presentations make 
even less sense for p.r. counselors 
than for advertising agencies. He 
said his organization has made 
only three speculative bids. Of 
these, he got the music account 
and did not get the other two, al- 
though ideas he submitted are 
being used by the latter.) 

As AA reported in September, 
1947, the association, “formed to 


| more members who played an 
| instrument. 

40% owned one or more instru- 
| ments. 

| Of those owning instruments, 
74% owned pianos, 14.6% violins, 
14% guitars, 4.6% trumpets and 
4% accordions. The study also 
contained 67 tables showing atti- 
tudes toward instruments whether 
| those owned were new or second 
|hand, and attitudes by race, in- 
‘come groups, etc. 


promote interest in music and sales | 


of musical instruments, has an- 
nounced that $80,000 wiil be spent 
this year in public relations activ- 
ities. A. S. Bennett Associates, 
New York, will conduct a survey 
to determine the public’s attitude 
toward participation in music 
events and toward music gener- 
ally.” 


#® The following April, AA re- 
ported some of the results of the 
survey, which cest $28,000 and in- 
volved interviews with 15,566 
people in 4,537 families. Some of 
the findings: 

85% said they believed schools 
should offer free musical in- 
strument instruction. 

20% had had school music lessons. 

3.5% of piano players had learned 
to play the piano in school. 

97% of families showed some in- 
terest in music. 


'@ Unfortunately, the American 
Music Conference has not seen fit 
to conduct another such study, 
and comparable figures are not 
available. However, the AMC es- 
timates that 7,000,000 children are 
now getting instrumental music 
instruction in public and parochial 
| schools, compared with about 
| 2,500,000 in 1947. The estimate is 
‘based on a survey in New York 
state last spring. 

The Bennett survey confirmed 
the AMC in the soundness of most 
of its public relations planning. 
It pointed definitely to aiming at 
‘children as the chief market, and 
'to reaching them through school 
‘music programs. There was a 
great natural interest in music and 
/in wider school music training. 
‘The problem was to bring that 
‘unknown interest out into the 


open. No one or two advertisers, | 


was needed was the widest pos- 
‘sible publicity—to be accom- 
‘plished with limited funds. 


| a This meant, says Mr. Lesly, 
_that a shotgun approach had to 
_be used. Every dollar spent would 
have to mean that hundreds or 
| thousands of people were reached. 
/It meant that the Kiwanis, the 
American Federation of Musi- 
cians, the radio networks and set 
makers and school organizations 
would have to do much of the 
work. It also ruled out mailings to 
“key people.” When a list of the 
important people to be influenced 
turned out to be 142,000, it was 
clear that a newsletter to that 
list would cost more than the con- 
ference had for the whole program. 

Once the organization was 
formed, sparkplugged by Louis G. 
LaMair, then president of Lyon 
& Healy’s retail chain (now exec- 
utive v.p. of Everett Piano Co.), 
and after a di- 
rector was selec- 
ted, the Lesly or- 
ganization went 
after tne public- 
ity—always play- 
ing down the 
commercial hopes 
of the AMC’s 
member’ groups. 

National mag- 
azines were con- 
tacted; editors 
showed almost 
no interest in music features. But 
within two years, House Beautiful 
had come out with an issue de- 
voted to music—the first time a 
large magazine had ever done this. 
House & Garden and House Beau- 
tiful have each had music issues 
yearly since. 

Many other magazines have also 
carried music features in recent 
years. 


Lovis La Mair 


w Others soon contacted were the 
leading educational organizations. 
Enlisting in the movement have 
been the Music Educators National 
Conference, representing school 
music teachers; the Music Teach- 
ers National Assn., representing 
private music teachers; the Na- 
tional Federation of Music Clubs, 
the Parent-Teachers’ national mu- 


this success is largely the result! as a speculative presentation. He 30% of the families had one or it was felt, could do the job. What sic conference, plus such organiza- 
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tions as 4-H clubs, Kiwanis Inter- 
national and the American Legion. 
The Lesly organization claims 
that AMC material has resulted in 
100,000 articles in newspapers in 
the past six years. The chief meth- 
od of getting this publicity is a 
monthly clipsheet sent to editors 
and publishers. This goes to 3,200 
names—none to people who have 
no way of publishing what infor- 
mation the clipsheet contains. 


a Mr. Lesly also has a method 
of getting radio stations’ coopera- 
tion. He estimates the AMC has 
had about 125,000 one-minute 
plugs on the air this year. Total 
cost to AMC: only $200 a month. 
He won’t say how he manages 
this stupendous feat. 

Other activities have included 
production of three sound color 
slide-films; preparing comic 
books; writing features for spe- 
cialized publications, etc. 

The Lesly share of the AMC 
budget is about $35,000 a year— 
not enough for the work and re- 
sults involved, Mr. Lesly says, 
but he understandably keeps the 
account for what it has meant to 
his organization. 

Another large share of the 
budget goes to the AMC head- 
quarters. This is headed by Dr. 
John R. Kendel as v.p. He is past 
president of the 
Music Educators 
National Confer- 
ence and for 26 
years supervised 
music in Denver 
public schools. 


es Under Dr. 
Kendel are three 
field men and a 
clerical staff. 
Dr. J. Kendel The field men 
work with school 
systems, largely as advisers on 
organizing music training pro- 
grams. They also work with youth 
and adult groups outside the 
schools. There is no direct effort 
by them to promote instrument 
sales. They are as much experts 
on plarming purely vocal programs 
as on band playing. (There are 
more than 40,000 school bands.) 
Money for the AMC budget (the 
total cost is not disclosed) comes 
from several sources. The piano 
makers pay on the basis of their 
share of piano output. The band 
instrument group is said to appor- 
tion funds mostly “by guess.” The 
retailers pay dues to their associa- 
tion graduated by size and a per- 
centage is earmarked for AMC. 
Whatever the total cost, success 
of the program has seemed so ob- 
vious to the various industry seg- 
ments that the public relations 
effort will no doubt continue per- 
manently. 


ws The program has had two ef- 
fects on advertising. With the in- 
creased interest and_ sales - has 


come a noticeable increase in ad- 
vertising, especially at the retail | 
level. Second, it is said that AMC’s | 
annual competition for the best | 
use of a music theme by advertis- | 
ers outside the music field has 
helped increase the use of such 
themes in advertising generally. 


Sears Plans Baltimore Store 


Sears, Roebuck & Co., Chicago, 
will build a 195,000 sq. ft., three- 


Lists 2,850 busi- 
ness papers, farm 
papers and con- 
sumer magazines 
that use publicity 
—lists them alpha- 
betically and in 99 
market groups — compiled from thou- 
sands of publicity release lists — record 
system included that eliminates card 
files — shows how to prepare publicity 
and how to place it — reduces clerical 
time, eliminates deadwood and 
improves results. 


Price $6.00. Sent on approvel. — 


BACON’S CLIPPING BUREAU | 
343 So. Dearborn St., Chicago 4 


story department store in Balti- 
more, as part of a _ $10,000,000 
regional shopping center. The) 
center, built on a 46-acre tract, | 
will comprise more than 50 stores, 
with a total floor space of approxi- 
mately 500,000 sq. ft. Parking 
facilities on three grades will pro-| 
vide space for 4,000 cars. | 


Eversharp Boosts Sanders 

The shaving instrument divi- 
sion of Eversharp Inc., New York, 
has promoted E. Lowell Sanders 
to merchandising manager. He has 
been in charge of national food 
store sales and a merchandising 
consultant for Eversharp for the 
past year. , 


Waldron Joins Day, Harris 
James L. Waldron, formerly on. 
the local advertising staff of the. 
Ledger-Enquirer, Columbus, Ga., 
has joined Day, Harris, Mower & 
Weinstein, Atlanta agency. 


McDowell Joins WMAL-TV 


Theodore Noyes McDowell, for- 
merly an independent television | 
package producer, has been ap- 
pointed to the sales staff of 
WMAL-TV, Washington. } 


Merndie Bits Moved Realy 


Protect your exhibits! Ship them in North 
American padded vans! Reduce crating and 
extra handling—save time. Door-to-door 
delivery on schedule. Get the facts. Write 
today for free booklet, ‘‘How to Move Trade 
Show Exhibits.’’ 


Superior service available, too, for mov- 
ing household goods of transferred per- 
sonnel, office and plant equipment. Get 
cost-saving estimate. No obligation. 


Contact Display and Exhibit Dept. 
North American Van Lines, Inc. 
Dept. AA13, Ft. Wayne, Indiana 


COMPATIBLE COLOR eeo0c 


WPT 


National 


Representatives: 


Here’s what WPTZ is doing about it 


OR the past 24/2 years, WPTZ has been working in compatible 
color for television. Through our experimental station— 
KG2DXT—we've cooperated in producing and airing over 
70 different color test programs. These have ranged from experi- 
mental slide tests to public demonstrations of commercial products. 


For instance. . 


August 4, 1951—Slides 
Color slides were used for initial checking purposes. Various colors were 
studied for clarity and definition and compatibility checks were made. 


February 6, 1952—Slides and Live 
Additional checks were made in improvements of slide fidelity. Live color 


tests were made for the first time under the compatible system. 


June 26, 1953—Howdy Doody from NBC, New York 
The colorful Howdy became the first network star to be seen in full color on 


an intercity network. Compatibility was checked on regular receivers. 


October 30, 1953—Local color demonstration for advertisers 
The first slide and film demonstration of compatible color was made available 
to Philadelphia advertisers. Commercial products were demonstrated and the 
first continuous film projector was used in this demonstration. Four separate 


showings were held. 


October 31, 1953—Opera “Carmen” from NBC, New York 
Philadelphia's first public demonstration of compatible color was presented 


by WPTZ to an audience of civic leaders and dignitaries. 


When commercial color television becomes a reality, WPTZ. will be 
ready to program and service your needs with experienced personnel 
and the finest equipment—just as it has served your black-and-white 


IV requirements since January 1932. 


FIRST IN TELEVISION IN PHILADELPHIA 


Power-peaked af 100,000 watts—now delivering a stronger signal to more people over a 
wider area than any other television station in Pennsylvania. 


@ WESTINGHOUSE RADIO STATIONS Inc 
WBZ * WBZA + KYW * KDKA * WOWO + KEX * WBZ-TV + WPTZ 


Free & Peters, except for TV; for- WBZ-TV and WPTZ, NBC Spot 


Sales 


age ais. a eat aN ee aM aie Re at, SNES, tates nye ox Siok So ing a So SP Sie mie Pen ee SS 5 eA oe yea eR ts 54 Re ee ohh io 8 Renee aes Fe cunt a Bee wig > katie team. Fac Cay 5, Me a Jecaaigg ey ae > paar 
oes Bie Seeds Fe I ede aie OM as en y Roe ey may ata chia hk 29 VE” LF Ya eae alae Some ee ae RY So chp eg eee ee. | AUREL Accu. erm’ or kt ee 
Ray Seas = . we puede tere: ae ; . wet: ia sabi sa Pies ete ee pe hy z Sec AuaD af ASE 2a ae eRe ST Ss Stes ede] % eh Ap Mah « fs oh Bik: % eae ; ane | es 4 ae, . aaaees * Ne A ee ; as" Sees oy aged ay . : 4 5 
eee ae oe ee eee eee eee ee ee ~ 
gee a Free: Se n ie : et ae 3 oe ; ce ge a Sie LP ee ee Lee ee e ee Rie. se anak : eae rane - mons ; ay 5 os ie ’ ie : ae Ste ee i. = we Se ae i as 
, - , ) ™ ) , ‘ : e i i a Z ee ; oo. od E DOE ge Sey s ap onl AP 
yy 
| | 45 
. 
| , 
cd 3 ee ai a i ; 
git aes bo. 
+4 Ree ey e 2 
: ae ee rns | eo ae, : 
a | eh a - > | 
| = a ‘ i Su ° a 
INSIST ‘ foe - ow: or ngs r O02 
— i / 
3 : pw gf = 7 a 
" “hy $ fsa 4p A 
: P| 7 a k e 
7. * ’ ad 7 
: _ e a . = : | " 
ee oe pe i eee. 
‘aah * ae ; a ik ee Te ‘ ; 
a pean $ go ‘ 4 ’ 
oe Heese ay A ~ aoe ie 
ee mean ere | Ge Areas al 
j PG RE ey ny A . if Sars Fr pa pat q hag si ‘o im es ee 
| J : rane ee ot So |: Saat eRe ag cite es 
) po OE emer Sten ‘ 
Nie LAPP MES eee Meme eae TS i 
‘ ia aa gi P ay : amish ; : se a a wa i Fs 
Sara 
1 
(pers 
a a a ETS SG RE EU mR 
. a des _ 
a Pane 
Sy Sa 
‘ 
ones 
Soe 
| ee c i" a : 
| 
ti 
] ag 
| ; nee 
og 
n- . 
ie es 
es en 
| kee 
y, ; } ; = ; ae 
‘ oem 
i Pe ‘ EP, 
ld i 
Bo 
or es 
dd. | = 
| i laegeet 
i | TPs 
: Sie 
: | 7 
et = 
: | eres: 
| Shes 
he 1 
to ie 
he ; 
| , _ | 
ed | | 
‘as : 
lat | eee . 
| a a a . 
a tas 
Bae 
G. | eee ee 
< | ” cee 
C= = 
: ie 
ii- . 
C- | 2 
nt : Pe Pe 
ont a 
ic- * 
\y- = 
s ten, 
: gaat 
. Be ee 
ps. east 
n- sae 
Se 
rs ‘a 
lees 
rs a 
Ca ms a 
ost os 
fe Be eg 
ad | Ee Neer 
om Cs ee 
- a ae, 
iis. Pe e 
ues 
so 
ent ‘ 
the ee | 
ns. : 
ave a 
ca Sega 
ool ‘gS 
ch- #3 
ing # 
a - | =e ee 
nu- 
Za- sa Pe | ee 
| . Zs 
‘ Ld ie 


THE ANNUAL CROWELL-COLLIER SURVEY indicates prospective 
buyers for 5,673,000 new passenger cars in 1954. This means more 


cars maybe purchased in 1954 than in 1952! 


DETROIT INDUSTRIALISTS 1954 plans 


call for little, if any, cutbacks in pro- 
duction. GENERAL MOTORS is 
out to maintain its Number One posi- 
tion. FORD plans call for increased 
production in its battle for sales 
leadership. CHRYSLER hopes to 
enlarge its share of the market, and 
recently purchased Briggs Manufac- 
turing Company. 
Detroit's automotive industry is set to sell 
cars on a full-time employment basis! 


& 


\ 


MARKET ANALYSTS fore- 
cast for 1954 a 5'-million 
unit year for the automo- 


tive industry, which will 
make 1954 as good—or 


better—than 1952, 


and 


only slightly behind 1953! 
They estimate that De- 
troit’s retail sales will 


remain high, too. 


DMB... Detroit Means Business! That's what the experts are saying about Detroit for 
1954. With auto production in high-gear, and a “cushion” of over a billion dollars in 
bank savings, Detroit deserves a major share of your 1954 advertising budget. 


IN DETROIT . . . Business Means The News! The Detroit News is Detroit's busiest news- 
paper... reaching the most readers, selling the most goods, and carrying practically as 
much total linage as both other Detroit newspapers combined! 


443,791 Weekdays 544,622 Sundays ABC September 30, 1953 


The Detroit News’ advertising linage is 
highest in history. Linage gains of The News 
for the first 10 months of this year were 
3,841,463 lines over the same period last 
year...and 1'2-million lines GREATER than 


those of apv other Detroit newspaper! 


As Detroit grows, so grows the lead of The 


Detroit News. 


The Detroit News 


Eastern Offices: 110 €. 42nd St, New York 17—under management of A. WH. KUCH 


Western Offices. JOHN E. LUTZ CO., Tribune Tower, Chicago 


The Leonard Co., 311 Lincoln Rood, Miami Beach, Florida 
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SCHWEPPING DAYS—Schweppes Ltd., gi- 

ant British soft drink manufacturer, ran this 

color page in 15 British magazines during 

December. The ads, featuring 10 Schweppes 

products, was handled by Clifford Bloxham 
& Partners Ltd. 


Kelvinator Schedules 
TV, Magazines and 
Dailies in Early *54 


Detroit, Dec. 22—A participa- 
tion on “Omnibus” (CBS-TV) 
starting Jan. 3 and spreads and 
pages in four colors in Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, McCall’s and The Sat- 
urday Evening Post will spark ad- 
vertising for the Kelvinator divi- 
sion of Nash-Kelvinator Corp. in 
the first quarter of 1954. In addi- 
tion, dealer cooperative ads and 
newspapers in key cities will sup- 
port the company’s largest cam- 
paign for its line of room air con- 
ditioners, refrigerators, freezers, 
a new clothes dryer, electric ranges 
and kitchen cabinets. 

Commercials on “Omnibus” and 
tv spots to be supplied dealers will 
feature Jinx Falkenberg. 


® Kelvinator will tie its promo- 
tion in with its 40th anniversary 
in 1954 with a “key” contest. 
About 1,500 keys will be distrib- 
uted by each dealer and the holder 
of the key which opens a “Lucky 
Birthday Cake” at the dealer’s will 
receive a silver coffee set. Kelvi- 
nator expects a response of about 
50% from people who receive the 
keys and will be drawn to stores. 
The company says this promotion 
should provide stores with “live 
appliance prospects that will last 
for weeks” if it’s handled right. 

Kelvinator’s new line includes a 
line of refrigerators, reduced to 
five models, five new freezers in- 
cluding two uprights, an electric 
range line with four models, ten 
additions to the kitchen cabinet 
line and five new room air condi- 
tioners. 

Geyer Advertising is the agency. 


Joins ‘Scientific American’ 


Ross G. Harrison Jr., formerly 
eastern representative of A. S. 
Aloe & Co., St. Louis laboratory 
equipment house, has joined the 
sales staff of Scientific American 
as New England representative. 


Mardi Bra to Albright 


Snug-Fit Foundations Co., New 
York, has appointed Albright As- 
sociates to handle its advertising. 
An initial campaign on the “In- 
spiration” Mardi Bra is breaking 
with four-color car cards. 


2 Join MacFarland, Aveyard 


Eric Stigler, formerly copy chief 
of Ross Roy Inc., and Jeanne Heit- 
kamp, formerly copywriter of 
Ruthrauff & Ryan, have joined the 
copy staff of MacFarland, Aveyard 
& Co., Chicago. 


Surf Togs to Preiss & Brown 


Surf Togs Inc., New York, has 
switched its account from Dobbs 
Co., New York, to Preiss & Brown, 
New York. Plans call for use of 
women’s magazines, car cards, out- 
door panels and business papers. 
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Salesense in Advertising .. . 


Don’t Underrate the Power of 
Artful Word-Slinging 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

In a recent edition of AA I noted with 
considerable interest an excerpt from a 
speech made by Gordon C. Eldredge be- 
fore the San Francisco Advertising Club. 
Said he: 

“Let’s not make ad- 
vertising too  profes- 
sional. Ads become too 
similar because of this. 
The message is the im- 
portant thing—not the 
technique of presenting 
it...not the way the 
words are slung...or 
the art treatment.” 

Inasmuch as Mr. El- 
dredge is advertising 
manager of the Ford division of Ford 
Motor Co., and, I hear, an able one, his 
words are worthy of our attention. 

I do not believe he meant exactly what 
his words seem to imply. The implication, 
at least to me, is that matter is practically 
everything but manner next to nothing. 
I have said in this column many times 
that the message (selling idea) is the most 
important thing, but I do believe there 
are instances when “the way the words 
are slung” is more important, or at least 
as important, as the message. In these in- 
stances, the “technique of presenting it” 
is, in a sense, the message itself. 


James D. Woolf 


@ When one is persuaded and swayed by 
an utterance, either printed or spoken, 
sometimes it is difficult to say whether 
matter or manner turned the trick. Lin- 
coln’s Gettysburg Address is as much ad- 
mired for the way its words are “slung” 
as for the message they convey. Short as 
it was, fewer than 300 words, Lincoln 
labored over his brief speech for days, 
writing and rewriting it several times, 
adding and subtracting words and phrases 
almost up to the hour of its delivery. Cla- 
rence Darrow’s artful manner of presenta- 
tion to hypnotized juries is reputed to 
have won verdicts that might have been 
lost by bald matter and cold logic. The 
emotional impact and memorability of 
Churchill’s epic battle cry (“We _ shall 
fight on the beaches, we shall fight on the 
landing grounds,” etc.) was produced 
largely if not wholly by the magnificent 
poetry and furce of his diction. 

AA’s editor, Sid Bernstein, insists on 
copywriter and copywriting in the pieces 
I write for this column. Webster’s New 
International Dictionary, Second Edition, 
1953, insists on copy writer and copy 
writing. I prefer the latter forms because 
they put a little more accent on “writer” 
and “writing.” I contend that the man (or 
woman) who composes the essays of com- 
mendation in commercial advertising 
should be, above everything else, a writer. 
If he can’t write well—very well—he be- 


longs in some other department of the ad- 
vertising business. He has by no means 
completed his assignment when he has 
decided on the message, Mr. Eldredge’s 
“important thing.” Still to be solved is the 
sometimes monumentally difficult riddle 
of how to sling words to breathe life and 
meaning and memorability into the mes- 
sage. It is impossible to exaggerate the 
importance of what Mr. Eldredge calls 
the “technique of presenting” the mes- 
sage. 


® Words are tremendous things. They are 
tremendous not only because of what they 
explicitly tell; their connotative meanings 
are charged with emotional values. 
“Words,” wrote Dr. Irwin Edman, “are 
loaded with all the energies that are 
aroused by the love, the hate, the anger, 
the pugnacity, the sympathy, for the per- 
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IT'S TECHNIQUE THAT COUNTS—The ads reproduced here typify Mr. Woolf’s belief that the 
presentation, as well as the advertising message, is of vital importance, 


sons, objects, ideas associated with them. 
People may be set off to action by words 
(just as the bull is set of by the red flag), 
although the words may be as little 
freighted with meaning as they are deeply 
weighted with emotion.” (‘‘“Human Traits,” 
by Dr. Irwin Edman, Ph.D.) 

And what goes for words also goes for 
what Mr. Eldredge refers to as “the art 
treatment.” For pictures, like words, are 
symbols of communication fully loaded 
with all the energies Dr. Edman refers to. 


# It frequently happens in advertising 
that the “message” is a concept of no great 
consequence. The message in the current 
full-color Congress playing cards adver- 
tisement, shown here, seems to be the 
news that “EveryBopy wants Congress 
Playing Cards.” Strip this message of “the 
technique of presenting it” and it would 
be a sorry thing indeed. This ad, in my 
judgment, is absolutely made by the way 
the “art treatment” is “slung.” 

The Parker ’51”’ Pen has a message of 
considerable interest—its new electro- 


The Eye and Ear Department... 


New Magnetic Tape Poses 
Problem for TV Sponsors 


The remarkable demonstration of the 
new magnetic tape at RCA’s research 
laboratories with a lucid commentary by 
Dr. E. W. Engstrom, a rare combination 
of scientist and speaker, gives advertisers 
a reason to examine their 1954-55 tele- 
vision plans from a new perspective. 

Among the questions that come to mind: 

Will magnetic color tape replace motion 
picture film in theaters? 

Will magnetic tape make motion pic- 
ture films for television obsolete? 

Should an agency or client invest in 
one of these machines—assuming they 
will be available—and make its own com- 
mercials? 


Should present situation comedies, 
which have progressed to a point that 
makes film repeats undesirable, be 
switched to live production, in expectation 
that magnetic film will make live shows 
in reality tape shows with all the editing 
and repeat values of film shows? 


# In approaching these problems, it must 
be assumed that the necessary refine- 
ments will be made soon and that the 
machines can be mass produced, and all 
major stations equipped by 1955 with 
these machines as well as color transmit- 
ters. 

If this is so, it is probable that, for 


polished point. But I do not believe a bald 
and uninspired announcement would be 
nearly so desire-creating as the color page 
reproduced herewith. Find yourself a copy 
of this advertisement, or of any of the new 
Parker series, and read the text. The 
Parker copy is good, very good. The man 
(or woman) who wrote this advertise- 
ment is the fortunate possessor of a gen- 
uine knack for word-slinging, and the 
man who did the layout is equally good 
at slinging pictures. Our business needs 
more of this level of talent. 

You may or may not believe that the 
current Massachusetts Mutual campaign 
is the most effective way to advertise life 
insurance. No matter. The message of this 
advertisement, which seems to have to do 
with a “worry-free future,” would have 
almost no impact or memorability if it 
were stripped of the Norman Rockwell 
picture and text that is pretty well slung. 

By all means, move heaven and earth 
to come up with the right message—but 
don’t sell “the technique of presenting it” 
down the river. 


television at least, magnetic tape will re- 
produce live color or pre-taped color so 
effectively and so inexpensively that 
there will be no advantage in using any 
film as we use it today. It is the differ- 
ence between nylon and silk stockings. 
The only malleable part of this produc- 
tion is the timing. 

Four years ago the majority of thinkers 
in television were predicting that in the 
foreseeable future most nighttime shows 
would be on film. Their reasons were 
(a) repeat value, amortizing the initial 
cost by indefinite use; (b) worldwide use 
of the films; (c) lack of adequate studio 
space for expanded live production; (d) 
rising production costs for live shows; 
and (e) unsatisfactory quality of live 
shows. Today many of the major night- 
time shows are on film. 

Repeat values, in a market steadily 


ae eee Tape Senge : ek PR lis es eh. Fg Dae RR An A) Wp ahs oe y 1 eee ervey ; 
Gia See eee GN Ngee ae eg eae og: wo heen Meas NS i aah Sahat oN ICE es ee Re ee Sie pee: Sep omRn ae ET Uta tee lean, VN hy Seen tie a: yes, BS has ig 
Bc ate 8 a Cay gs Seen SS aC trian. eo eters) 4 fie 2 bs Depo oa oka MMe eae, Nae Mag toe ge BN fe CLR Re RROR, bocn ocak yi Sos ne a i en Nite a aa Pie Ween fh PL SMS a eet oN. - ghet eg oe Gi aes nen oS ap ae Ar Bike :; 
pk: Si Ske: cement Aegis SS eas eg jones Be a er caaa pentane ONT a onl Me Ai emma eg col ene Rae” Ree pa acomny o2-= A amen Ae ee alee alee. ieee eek a Beare te onal ge ed i ae Ea 
eof a ey gen Be. eo re ees PO a ae ak a oe eS ee Nae Ne ee Se nse Ft cote apes ae. ye Sees ee ea Bee ke en, ae hy age Reig eee ety M2 is ed ss nite a hee Lect 
Mh a gE Bae = ea) har Mes Pd om cy ae ae c 4 é . K i aes is te a es sa Nie a SOP at 8 BS a Rae mice ih sa Sis he ae ih onan ay ar A at wi OE eG cre, 2 Nie SM lt oy Secale tee tek oy pee 
Site egies bs ie Aaa es ok a oie. rs : ae ae Pes a : ante ® oe ; ct a. ; ae Ba Pa SO an ag Se Br, Ui cn adi eee 
ft ‘ in aie ; a oe agen eee Reh: Sigg i eee Ua We Pan oa i ae ; Pe ye es pes ye ee Ee PE ad eq e "3 hse Pela ee sf ‘aaieinae as co ine. i ae = a F a, ied yee gut : 
- : feeteq 
zs ran 
3 
| 
ene FP (gree OF ite ws ° ; 3 
j te om en 
a a ? £2 k? 
gi- a sa: Nf a a. 
this ; ve N i > 4 noe a 
pes 0 ; -" é. sas 
coe 0 ny . re ae 
Wt em bog ae ench pooereet tt ar 5 ‘ nt 
a a ee ‘ | — 
f : \ ee 5 ig : Pues 
* 5 ai; # : ess 
2S } a “Ge ake re a 
. of rary rs Padaraie 
‘ / A | / i ee 
f ai , "i i ‘ H Siok, | een: % 
~. bar mo a pie 
pree , Vat) ms ‘ f j c. ial) 
. ~~ miES .- eed ’ T7474 4 4 ; 
: on . ’ . 

a Y { oe “ fog ! @ a? ’ at es 
V cy © a . . Si £. ¥ J > — J ti ¥ shah my a 
) © 8 A “ae cay Fi .- sia 
nd ta = . BP oe : : 

od rss ne #2 a 
i oe , ee Bas 
ir- ae ee 
at- ees a | 
d- on A Se es 
vi- | ~~ “eee cee 
in S| . — 
ji- , ae 
nd ee em 
ip- i pa. ai 
m- tee 
ace! 
n- wate 
if aac ty 
rs, ee 
nag 
Zes ee 
a 
nd ‘ ene 
Sp eK tis 
vill ae 
‘ea 
‘ age 
sea 3 
S| o ‘ 
10- ha ie 
el ate 
ay a * 
an it 
ast. Beds 
ib- a ies. 
jer & Go ecmeat 
‘ky Rare 
vill — 
di th ag 
vi- 7 ee ad 
re ae 
out aro 
the se 
es. = 
ion r Re Bae 
ive (fat tm oa 
ast NG RR — Sao 
a ae 
a et : 
sa ae ahs 
to Cmts e mae Socata Seeeteneme » a 
i . we a he tos a bt rye Dm 0 at ' y 
- ed ee gonstare od sk 
tric ppb nenepere thane acorn sla ere beeen lots wre Pee 
ten pips sr a cov Mesut wars Capon § wn owns Wn a eee 
icy. { 
jee 
rly ‘initiation —_— ; phe 
Ss. ini tas 
the ee a 
the eee ie 
| fon 
ae id ce 
aye A 
lew ieee 
As- ae 
ing. os 
‘In- pees 
‘ing Digorh 
hief 
eit- j 
of 
the 
ard 
peel 
has eat 
bbs ae 7 a sh 
wn, ' ‘ 
> of ve 
out- ay 
rs. = 
: ied . 
s 
: — F pe ep ee ie aa en ee GN Ree ; , Ree \ iy. nt Rig a é “A i on fee Me i a es = is o i re a : # ; ie ‘ aa sheet _ ‘¢ : seee Peps Rae ie ; Bie, os Fs : ie £ ‘i i a ah Es - 


48 


being surfeited with better and better 
productions, and with a limited number 
of hours in the day, are not what they 
once appeared to be. Add to this the fact 
that few are in color and only a small 
percentage are actually planned to be shot 
in color and you have trouble for the 
film boys. 


= It would therefore seem logical to as- 
sume that a sponsor might well consider 
junking his film series and going to live 
or a variation of live on magnetic tape, 
edited and shot with a three-camera tech- 
nique in the “I Love Lucy” manner, which 
would give him the same quality show— 
in color if he wishes, and he will—at a 
lower cost. 

If Dr. Engstrom’s prediction of cost is 
correct, large agencies and advertisers can 
more easily afford to produce or experi- 
ment with their own commercials than 
ever before, because the problem of print- 
ing, developing and projecting is so sim- 
plified. The fact that the writer and pro- 
ducer of commercials can instantly see 
the result of their composite work and 
make instant corrections at no extra cost 
should certainly result in better commer- 
cials. 

Smaller agencies and clients could use 
a pool system or, of course, the present 
film studios will undoubtedly get tape 
equipment and operate similarly to their 
present methods in order to survive. 

It is unrealistic to assume that all film 
shows can switch to live, but, as defined 


On the Merchandising Front... 


earlier, many of them can find room in 
the network’s Hollywood studios and can 
do as good a job live as they are doing 
or film at the present time, thanks to the 
greatly improved live techniques and bet- 
ter production facilities on the coast. 
These vast studios are also easily conver- 
tible to magnetic tape studios. 

_ What we've said here is in many respects 
overoptimistic, of course. There are un- 
doubtedly bugs that will have to be over- 
come before we are ready to go on mag- 
netic tape. But the intent of this column 
is to give advertisers something to think 
about in the future, remembering that 
television plans are often a year ahead of 
actual use of the material. 


= The problems are human as well as 
mechanical; there is a vast amount of 
union negotiation that must be resolved. 
Which of the technical unions will be the 
bargaining agent for taped shows? Will 
Screen Actors Guild or American Federa- 
tion of Television & Radio Artists regu- 
late the actors? Will James C. Petrillo, 
head of the musicians’ union, be able to 
grasp the problem and solve it in his 
twilight years? Will the engineers really 
be able to make this one foolproof? 

No progress was ever made by a bunch 
of old ladies sitting around saying, ‘It 
can’t be done.” We have seen evidence 
that it will be done. Progressive agency 
leadership will assume at this point that 
magnetic film tape is our future and build 
a staff able to handle it—now. 


Retail Merchandising Is Job for 
Outsiders—Not Producers’ Men 


By E. B. Weiss 
(Mr. Weiss is director of merchan- 
dising of Grey Advertising Agency, 
New York.) 

Will the food producers—and perhaps 
the drug and cosmetic manufacturers— 
ultimately be compelled to turn to out- 
side “merchandisers,” instead of furnish- 
ing a merchandising service to their re- 
tailers through their own sales organiza- 
tions? 

I think that the present economics— 
and, even more persuasively, the future 
economics—of this rapidly worsening 
merchandising situation suggest an af- 
firmative answer. 

With the possible exception of a few of 
our giant food and drug corporations, it 
is economically impossible for the food or 
drug producer to continue indefinitely to 
provide what is really a retail function 
through his sales organization. And even 
in the case of our giant corporations the 
economics of the situation are unhealthy— 
among other reasons, because they tend 
to spend as much as 70% of their. mer- 
chandising service dollar on retailers who 
give them only 30% of their total volume. 


® But without attempting to draw a di- 
viding line between those producers who 
may or may not be able to continue to 
finance a national “sales” organization 
whose current function really isn’t sell- 
ing, but rather minimum merchandising, 
suppose we take this selling machine 
apart and see why it is beginning to tick 
with disturbing irregularity. 

1. More and more, in food and drugs, 
the producer’s salesman doesn’t “sell” in 
the traditional sense of that term. He 
opens few new accounts. He contributes 
little toward building accounts. Anywhere 
from 75% to 100% of his time is spent 
checking inventory, dusting stock, replac- 
ing damaged or old stock, arranging mer- 
chandise displays, trying to win better 


display position or a larger display area, 
etc. Indeed, his typical compensation, 
which hovers around $100 weekly (net), 
hardly buys gernuine selling talent these 
days. 

2. In the food super, it is estimated 
that these merchandise handling func- 
tions—when performed by the food super 
itself—cost something in the neighbor- 
hood of one-quarter of its total markup. 
It certainly can cost the individual man- 
ufacturer no less; actually it costs him a 
great deal more. 


s 3. Several large food producers esti- 
mate that it costs them from $3 to $5 for 
every store call their “salesmen” make. 
They also estimate that, omitting the mer- 
chandising work these men do, they are 
able to obtain no more than an average 
of 90 seconds per call for so-called “sell- 
ing’ work! This means that the mer- 
chandising work must shoulder the major 
cost of each call, making these calls ex- 
traordinarily expensive even for huge 
organizations. 

4. The area available for merchandising 
maneuvering to the manufacturer’s sales- 
man is being constantly shrivelled. There 
is less and less he can do of an important 
merchandising nature, and it costs more 
and more for him to perform these dwin- 
dling functions. 

5. There is no assurance whatsoever 
that a dispiay put up one day by a manu- 
facturer’s salesman may not be taken 
down, or cut down, the next day by a 
rival salesman. Indeed, it happens all the 
time! 

6. The total sums for which manufac- 
turers are involved in this sort of work 
per store unit are amazingly large. It is 
estimated that in large food super units— 
and somewhat the same would be true in 
large super drug units—the time spent in 
merchandising work by manufacturers’ 
salesmen costs the manufacturers from 
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$1,000 to $5,000 per store unit per week! 
Multiply that sum by 25,000 store units or 
50,000 store units, and the sums involved 
run up into many millions. And remem- 
ber, that gigantic sum covers a function 
that is really strictly a retail function and 
which, until very recent years, was per- 
formed solely by the retailer. Remember, 
too, that these sums, directly or indirectly, 
are chains on the advertising budget. 


s 7. So many manufacturers’ men are en- 
gaged in these functions in the store that 
they are falling all over each other; get- 
ting in each other’s way and getting in 
the hair of the retailer, the store manager, 
floor people, etc. 

8. They also get in the way of store 
customers; they block aisles, create minor 
nuisances, etc. During peak hours, they 
are undiluted annoyances. 

9. Retailers are tending to cut down 
the total time per week during which 
manufacturers’ salesmen may perform 
these functions. That increases the cost 
to the manufacturer, since the full time 
of the men cannot be utilized. 

10. Also, some of the larger chains are 
beginning to insist that store managers 


The Precious Gilt of Speech 
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the American Telephone & Telegraph Co.—the Bell System. It has done great 
credit not only to the system, but to advertising. Never spectacular, it has al- 
ways been in good taste. Never particularly compelling, it has always been 
interesting. Never pressing, it has unfailingly been pleasant. 

This is more than can be said of a considerable amount of advertising. 


vertising.”” From what we have observed, however, institutional—or, as it is 
coming to be called, public relations—advertising is probably the most diffi- 
cult to do well, particularly over a long stretch. It requires not only a writer 
skilled in his trade, but one who thinks deeply and feels universally. 
Product advertising is a cinch by comparison. The appeal to cupidity or 
self-gratification requires little talent—it is practised daily by corner mer- 


mands a higher ability and discipline—qualities which all too few writers of 
advertising have the patience or the devotion to attain. 

What is particularly remarkable is that Bell advertising has been handled 
by one agency—N. W. Ayer & Son—for something like the past 200 years. 
Some time in the distant past, Bell might have had another agency, but we 
don’t recall it, and we’ve been around for almost the same length of time. 

During that period, Bell has undoubtedly had a number of different ad- 
vertising managers. That the quality of the advertising has remained con- 
stant is a tribute to what is apparently an outstanding client-agency relation- 
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remember admired the advertising of 


dismiss the consistently excellent job 
, “Oh, well—it’s only institutional ad- 


acceptance of concepts and ideas, de- 


curtail the activities of many of these 
manufacturers’ merchandising men. One 
reason is that when chain management 
begins to compare a store category setup 
with the original layout plan it is not at 
all unusual to find that the original plan 
has been completely discarded—and the 
store manager, correctly or otherwise, puts 
the blame on the manufacturers’ sales- 
men. 

11. More and more food chains, in par- 
ticular, are turning to stock replenish- 
ment during nocturnal hours in order to 
interfere as little as possible with cus- 
tomer flow during shopping hours. These 
merchandising men seldom work noc- 
turnal hours. 

12. The number of manufacturers who 
turn their salesmen loose in the merchan- 
dising field—(and I should add here that, 
to call the major part of the work done 
by most of these men “merchandising,” 
is to give a high dignity to their job that 
it does not really rate!)—is constantly in- 
creasing. It must soon reach a point of 
diminishing returns—I think in some cate- 
gories it already has! Eventually, it will 
achieve a stalemate. 

The fact of the matter is that the food 
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retailer in particular is beginning—out on 
the West Coast, for example—to utilize 
the services of a new type of service or- 
ganization that may some day take the 
place not only of many manufacturers’ 
merchandising men but some rack job- 
bers as well. This service organization is 
being called a “food merchandiser.” It 
differs from the rack jobber principally 
in these ways: 

1. It does not stock or sell any mer- 

chandise itself. 

2. It orders through the retailer—and 

through the retailer’s regular sources. 

3. It determines best-selling items, 
brands, price lines, quantities, etc. 

4. It puts up the merchandise. 

5. In general, it performs a “merchan- 

dising”’ service—and, be it said, much 

more of a merchandising service than 

that delivered by a large number of 

manufacturers’ salesmen. 


= 6. Its fee is lower than that of the rack 
jobber—it is usually 5% of wholesale or 
about 342% of retail. 

It seems to me that while retailers may, 
for a time, be willing to pay for this sort 
of service themselves—the time will come 


Employe Communications... 


when some manufacturers will suddenly 
come to the realization that this sort of 
service organization might be able to per- 
form for a group of non-competitive man- 
ufacturers a génuine retail merchandising 
service at a much lower cost than could 
be achieved by almost any individual 
manufacturer. When that realization 
strikes home with some manufacturers— 
or when one of these merchandising serv- 
ice organizations gets the notion that it 
might try to sell its service to manufac- 
turers, instead of to retailers—then all 
sorts of drastic changes may begin to take 
place. 

For example, the manufacturer’s sales 
organization may be severely curtailed. 
And we may then find some manufac- 
turers in foods and drugs with a sales 
organization set up somewhat as follows: 

1. a group of highly competent sales- 
men who will concentrate on selling. 

2. a group of highly competent mer- 
chandising men who will do merchandis- 
ing work for major retail accounts. 

3. all other merchandising work to be 
handled by an outside merchandising 
service organization. 

That would be quite revolutionary! 


Community Relations and the Schools 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 

It has actually been only in the past 
few years that industry has commenced 
to look upon the classroom as a place of 
influence. Industry’s public relations ac- 
tivities have been directed basically—as 
they should be—at adult groups, but in 
the long run, the youngsters become 
adults. 


s Keystone Steel & Wire Co., Peoria, IIL, 
seems to have stepped far beyond the 
scope of current practice in developing a 
program beamed straight at the class- 
room. It is expressed through means of a 
simple, short little moving picture with 
narration. It is not a ghastly, overpower- 
ering salute to the American system that 
sends the young mind reeling. It is just 
the straightforward story of how the Pe- 
oria school system became interested in 
plant tours, how the children from one 
class visited Keystone, and what they got 
out of the tour. What they got out of the 
tour was plenty, and the film shows that, 
too. 

To the nimbler practitioner in indus- 
trial relations, Keystone has come up 
with a two-way communications pro- 
gram built around a tour of a steel mill. 
First, the students select the tour they 
want to make; they research the job in 
advance through appointing committees 
that study the subject of steel, and report 
back to the class before the tour is made. 
After the tour, the students return to the 
classroom and evolve a mass report of the 
trip—some youngsters decide to write 
themes, others make maps and charts, 
still others assemble photos into pictorial 
reports, a few make dioramas. The film, 
of course, shows all this as it develops. 

By way of experiment, the authors of 
this department tried out the picture cold 
on an audience of factory supervisors. 

They weren't told anything about it in 
advance. They were merely asked to look 
at it carefully and appraise it. Here’s 
what came out of the 17-minute look: 


s One. supervisor observed that here is 
a demonstrated method for a company 
getting something out of a tour invest- 
ment. The company generally opens its 


STEEL STORY—Seventh-graders in a Peoria, 
Ill., school develop a classroom project 
built upon a tour of Keystone Steel & 
Wire Co. plant. The company prepared 
short moving picture based on the tour 
for showing to educational groups. 


plant doors, lets the public in, feeds it, 
says goodbye to it, and that’s the end of 
it. Here in the Keystone film—the super- 
visor added—the company sees some 
tangible end results of its tour. Obviously 
it does an educational job for the children. 


s Another supervisor said that every 
youngster who participated in such a 
tour was a prospective employe of the 
company. Or a prospective shareholder. 
Or at least a neighbor whose good will 
the company would certainly want. 

Still another pointed out the job such a 
tour and picture report of the tour does 
for industry itself. These activities ex- 
plain and interpret industry for young, 
some of the doubts and fears about in- 
dustry. 

There were other comments from the 
witnesses, all pointing to the fact that 
the Keystone technique of developing a 
plant tour with a classroom playback was 
sound. The average supervisor will snick- 
er at management's efforts to woo the 
public through big, costly entertainments. 
The supervisors didn’t snicker at this 
one; it wasn’t at all costly and it made 
sense to people trained to be penny- 
conscious and result-conscious. 

L. W. Hesse, Keystone’s community re- 
lations director, worked out the program. 
If you want to se a copy of the film, 
write him at Keystone in Peoria. 


TV-Advertising's Greatest Opportunity 


At the eastern conference of the American Assn, of Advertising Agencies, 
Fairfax M. Cone discussed “ten tv commercials I wish we had made,” in 
the same manner that Mr. Cone discusses advertisements he likes each 
month in this department. The ten commercials were for Kent cigarets, 
Ford cars, Beautyrest mattresses, Johnson's wax, GMC trucks, Hamm’s 
beer, Finesse shampoo, SOS cleaning pads, Kraft caramels and Gillette 
razor blades. Mr. Cone showed films of the commercials and told why he 
liked them (AA, Nov. 30). Presented here is the brief introduction to these 
films, in which he discusses the tv commercial as “advertising’s greatest 


opportunity.” 


By Fairfax M. Cone 
President, Foote, Cone & Belding 


I believe that good television commer- 
cials represent the fulfillment of adver- 
tising’s greatest opportunity. 

If we take it—as I do—that there would 
be no advertising if there were personal 
salesmen enough to go around, and if the 
products in question could support them, 
then advertising at its best is only a sub- 
stitute. The task before all of us always, 
is to bring this substitution of salesman- 
ship in print and over the air, as close as 
we can to salesmanship in _ person. 
Through the years there have been de- 
veloped some highly rewarding tech- 
niques, and some truly remarkable means. 


® Here, in America, we have the national 
magazine that affords individual family 
coverage of as many as 5,000,000 families 
for less than a third of the cost of sending 
each a two-cent post card. 

The huge Sunday supplements delivered 
by newspapers reach even more families 
at even lower unit cost. 

And then there is the newspaper itself, 
the marvel of penetration. 

There is an enormous outdoor and 
transit advertising opportunity. 

And for more than 30 years we have 
been developing the broadest and the 
cheapest of all family coverage in radio. 

And each of these has brought out of 
our opportunity, and out of our imagina- 
tion, better and better ways to help make 
sales cheaply and profitably. Neverthe- 
less, no one that I know has ever been 
wholly satisfied within the confines of 
any of our media, nor with the limitations 
of any one of our techniques. 


= Advertising in magazines and news- 
papers always has presented the limita- 
tions of space. You can’t have a dramatic 
picture of a boy eating a piece of pie... 


G. D. Crain Jr. Says... 


and a huge mouth-watering photograph of 
the rest of the pie from which the boy’s 
piece was cut... and a recipe for making 
the pie... and a striking illustration of 
your product that makes the pie look 
and taste so good... and the several con- 
vincing reasons why—all the way you 
want them, in any affordable space unit 
that I know. 


s You have always to choose which way 
to go; what to put in and what to leave 
out. And, either way, a good deal of 
printed advertising—perhaps the greatest 
proportion—seems to me to be something 
less than wholly satisfactory. 

Radio, for perfectly obvious reasons, is 
still more limiting; and here I shall make 
only one observation: In print, given ade- 
quate space, you can, often, approximate 
a demonstration.” 

You can picture the pie; or the boy’s 
satisfaction in eating it. In radio you can 
talk about either one. You can’t show 
anything. 

Fortunately, none of these limitations 
has kept advertising either in magazines 
and newspapers, or over the radio, from 
being the key to an economy that brings 
all things to almost all people. 


= My point is only that there have been 
limitations, and that television removes 
all but three: You can’t actually feel the 
products advertised; you can’t taste them; 
and you can’t smell them—even when this 
might be highly desirable. 

But you can see them in use—in action. 

And since the picture on the screen is 
your total tv experience at any given 
second—you can have your boy eating 
pie; and the pie; and the recipe; and the 
package—each in maximum display—and 
accompanied by the strongest selling ar- 
guments you can devise. 

This, I repeat, is advertising’s greatest 
opportunity. 


They Wouldn't Cross the Picket Line 


How could 400 members of a photo- 
engravers’ union tie up New York news- 
papers for 11 days and deprive the public 
of vital news and information services? 

The answer, of course, is that they 
could not—unless the members of other 
unions employed by the newspapers “co- 
operated” by refusing to cross the picket 
lines set up by the photoengravers’ organ- 
ization. 

Thus the members of the typographical, 
stereotyping and pressmen’s unions, while 
theoretically not engaged in a strike, ac- 
tually accomplished the same result by re- 
fusing to do the work called for under 
their contracts with the newspaper pub- 
lishers 


ws This is the sort of action which led 
Editor & Publisher to refer to these other 
unions as “irresponsible.” It meant that 
they were not observing their contrac- 
tual agreements but, while pretending to 
do so, actually were on strike. 

Officials of some of these unions have 


laid great stress on the technical point that 
no strike votes were taken, and no action 
engaged in by the unions as such, They 
have insisted that the refusal of union 
members to cross the picket line was vol- 
untary and individual. Yet the fact that 
100% of the members of these unions 
stayed away from work seems highly 
significant. 

The New York situation may be in- 
dicative of a changed attitude on the part 
of the unions with reference to the Taft- 
Hartley law. For some years after its 
enactment, unions were careful not to 
lay themselves liable to penalties for fail- 
ure or refusal to live up to their con- 
tracts. Woodruff Randolph, head of the 
ITU, was reported to have urged the 
members of his union serving New York 
newspapers to cross the picket line of the 
photoengravers, but they did not see fit 
to follow his advice. 


a The pressmen’s union has always been 
noted for its sturdy adherence to contract 
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terms, and the late Major Berry, who 
headed the union for many years, in- 
a sisted that strike procedures were not the 
a way to attain union objectives. Perhaps 
“- the New York work stoppage was some- 
thing of a trial balloon to explore the pos- 
sibility of putting strike pressure on man- 
agement while retaining the legal posi- 
tion of not striking. 

In contrast with the New York work 
stoppage, a strike situation which did not 
prevent newspaper publication was that 
which developed in Chicago several years 
ago, when the typographical union went 
on strike. By using the Varityper and 
other methods of producing type, the 
newspapers continued to publish without 
interruption during the nearly two years 
that the strike lasted, since the workers 
in other departments represented by uni- 
ons continued to perform the jobs covered 
by their contracts. 


e The undoubted fact that the cessation 
of newspaper service in New York dem- 
onstrated its indispensable character to 
readers and advertisers has been duly 
emphasized. But that fact did not need 
the costly demonstration represented by 
the successful tie-up of newspaper opera- 
tions. The newspapers lost $10,000,000 in 


By Clyde Bedell 

(Mr. Bedell is consultant in cre- 

ative advertising and advertising 

training.) 

Some time ago, I received a nice letter 
from a western executive who said: 
“Stop putting the blame of sad ads on 
management unless you have confirmed 
information in each case...Believe me, 
I like your articles and I wouldn’t spend 
five minutes of my time writing to you 
if I didn’t. But you are only a good 
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Christmas advertising alone, and the 
workers lost over $2,000,000 in wages. 
Since the members of the non-working 
unions were not technically on strike, 
they did not receive strike benefits, as 
did the members of the photoengravers’ 
union. 

The end of the strike was due to an 
agreement by the union to accept the 
wage increase originally offered by the 
newspapers, but with a fact-finding board 
set up to determine an equitable wage 
scale. The publishers had offered to arbi- 
trate the question in the beginning, but 
this was refused. Under the agreement 
neither side is required to accept the rec- 
ommendations of the fact-finding board. 

George C. Biggers, publisher of the 
Atlanta Journal and Constitution, and 
president of the American Newspaper 
Publishers’ Assn., says that legislation re- 
quiring compulsory arbitration may be 
the result of the great and unnecessary 
damage done to New York by this stop- 
page of newspaper service. Certainly, 
from the standpoint of the public interest, 
it seems indefensible that a few labor 
leaders should be able to deprive the pub- 
lic arbitrarily of a vitally necessary serv- 
ice, even though it be done indirectly by 
refusal to cross a picket line. 


Looking at the Retail Ads 


expense budgets. If an isolated function 
in business becomes archaic and loiters 
in the lush old fields of waste and in- 
efficiency while the rest of the business 
takes to the highway of maximum pro- 
ductivity, it is management’s responsi- 
bility to learn the truth and do some- 
thing about it. 

Advertising is an important business 
function in which the vagaries of cre- 
ative arts can seriously impair the pro- 
ductivity of vital expense dollars. Such 
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authority if you continue to fire both 
barrels.” 

The same week, a writer in London’s 
World Press News accused me of 
“knocking” copywriters. 

Weakness in retail advertising is quite 
generally management’s responsibility. 
I have known a few handy promotion 
managers or ad managers in retail stores 
who were bearcats for assiduous study 
and research. But not many. Like most 
human beings, they will do all that 
management requires and no more. And 
management doesn’t understand adver- 
tising enough to require more than a 
fraction of what advertising can yield. 


= Upon management falls the inescap- 
able responsibility of introducing meas- 
urement of what it gets for all major 
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a function should therefore operate as 
much as possible within the framework 
of consistent practical theory and stand- 
ards. It’s not done in the advertising de- 
partments of today’s big stores, whose 
central problem is maintaining volume 
in high priced leaseholds. 

Since management (America’s most 
unique economic asset) is not yet ready 
to turn its interest to advertising as it 
has to many phases of business opera- 
tion, management in stores must bear 
the principal blame. 


a Outside the retail field, agencies must 
take the blame, except where they are 
restrained by management. Then they 
can either retire from the account, or 
admit they ‘are satisfied to “do it for 
pay.” 
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Agencies set themselves up as author- 
ities. They are professional consultants 
to business in the field of selling. But 
they often “throw the book out the 
windew” while impressing clients with 
their creativeness—and forget to hurry 
a v.p. downstairs to bring it back before 
they create their ads. 

Newspapers, which should certainly 
know more about making white space 
sell for stores than anyone else on 
earth, are often culpable. Some of them 
are perhaps the only remaining emtre- 
preneurs in the American picture who 
sell something in huge volume with al- 
most complete indifference as to wheth- 
er it performs the service it is sold to 
render. 

And yet to be fair to them, in the 
bonanza of our economy today, stores 
are often indifferent to constructive 
help. They (big stores) pay so little per 
inch of advertising per thousand of cir- 
culation, they reach so many more peo- 
ple than they used to, and each indi- 
vidual reached represents so much more 


expendable income, that store manage- ; 


ment pays its attention to more pressing 
problems than advertising. 


ws The fact is, advertising today is car- 
rying a tremendous burden of dead 
weight. My files are full of ads that talk 
big and back up nothing. It is easier to 
find inadequate, incomplete, fractional, 
abstruse, and circuitous ads than ex- 
amples of ads that meet fairly rigorous 
standards in connection with interest 
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impact and principles of persuasion. 

I suppose the significance in all this 
is the following: When recession frosts 
wither away the delicate and delightful 
margins of our economy, there will be 
great room for advertising-selling im- 
provement. Those who will then ap- 
proach advertising ripe in knowledge of 
what the rich fruits of selling research 
prove, or who approach it humbly de- | 
termined to master those fruits, can 
make very great contributions to our 
economy, to their employers, and—I 
should think—to their own welfare. 

Power to them. They are needed— 
such people. I think they are not numer- 
ous today. 

+ * * 

Incidentally, I believe by far the 
greater percentage of weak ads can be 
made effective by quick changes that 
bring them into conformity with rational 
standards. But some can’t. For instance, 
the New York Nettleton ad was created 
(presumably) to announce the opening 
of a new shop, and sell its “private” 
and “clublike” atmosphere. In an effort 
to make this ad effective, perhaps the 
copy could be largely salvaged. But 
the concept as a whole belies the ad’s 
purpose. The National Distillers ad from 
Fortune also, in my opinion, starts off 
on such an invalid concept as to make 
quick revision for effectiveness impos- 
sible. I have always wondered if the 
people who write circuitous and induc- 
tive ads to important business men have 
ever met and worked for any of them. 


Developments in Photoengraving Costs 


By Kenneth B. Butler 


(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, III.) 


The photoengraving business continues 
its quest to meet the competition of offset. 
Lithography has cut materially into the 
volume of business of engravers, but the 
etchers are not taking it sitting down. 
Quite a few have put in facilities for 
making lithographic plates, but in gene,al, 
photoengravers have cast their lot with 
the letterpress printers and have been 
stressing a quality product. 

Engraving salesmen are being educated 
to work closely with production men, 
suggesting shortcuts in copy preparation 
that will simplify engraving procedure and 
thus reduce costs. Production workshop 
conferences nearly always include a talk 
and demonstration by an engraver aimed 
at economical production. 


s Numerous mail order engravers are 
springing up, specializing in the produc- 
tion of simple square-finish zinc or “gem 
metal” plates at cost-saving rates. Where 
runs are moderate or where newsprint or 
machine finish paper is used, such plates 
have served quite satisfactorily. Quality 
engravers pooh-pooh the process as being 
one of mass production, with little camera 
technique and none of the re-etching and 
hand-staging which goes into copper en- 
gravings and resulting fine reproductions. 
Nonetheless, zinc halftones have proved 
to hold considerable business away from 
the competition of offset. 

The cost of the metal itself is a compar- 
atively small part of the cost of a finished 
photoengraving, engravers point out. Low- 
er costs, then, are provided only through 
short-cuts in processing, and such short- 
cuts may correspondingly reduce the fi- 


delity of the printing plate. This may ac- 
count for part of the relatively minor suc- 
cess of plastic plates. 

Now comes a new engraving metal, 
given the trade name of Triplemetal, 
hailed as modern metallurgy’s triumph. 
This new engraving metal is defined as an 
alloy of magnesium, aluminum, manga- 
nese and zinc. It is claimed to be the per- 
fect answer for the production man who 
needs better metal than zinc, but who is 
operating on a limited budget. The saving 
in engraving costs is quoted as 20%. I is 
claimed that the new metal is ideal for 
long runs on direct printing. Moreover, 
it is available up to 133-screen and most 
producers of zinc halftones do not produce 
screens finer than 110-line. 

Great volumes of engravings are also 
being accomplished on the Fairchild Scan- 
a-Graver machine. This is a machine 
which is leased, not sold outright, and 
which produces engravings on plastic 
plates using an electronically-activated 
stylus. The plate may be trimmed with 
scissors or cutting board. Little technical 
training is needed in order to operate the 
machine, and this we can readily believe 
because we have seen newspaper shops 
turning out cuts in large quantities just a 
few days after installing one of the ma- 
chines. 


@ The Fairchild machine is offered in 
newspaper screen and in fine screen for 
work on coated paper. A disadvantage 
results from the fact that the machine 
must use actual-size prints; it is not ca- 
pable of reductions or enlargements. The 
photo must either be trimmed to size or, 
if this is not possible, a reduced-size copy 
negative must be made with the attend- 
ant delay and extra cost. Neither can the 
machine make line-engravings unless in- 
corporating a screened background. 
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Crisp Offers Answer to ‘Undeclared 
War’ Between Creation and Researc 


(Continued from Page 2) 
tive” Chicago agency: 


policy against such a major error 


of judgment for such a low price 


“What do you say when a copy through research.” 
man says to you, ‘No research) 
could produce a Hathaway shirt » Mr. Crisp goes on to discern 
campaign, or a Jell-O campaign, or two other “roadblocks” to adver- 


any of the other outstanding cam- 
paigns running today?’ ” 


® The answer, according to Mr. 
Crisp, is that “ 
so what? It is not the function of 
research to create advertising 
campaigns. It is the function of 
research to help the men respon- 
sible for the creation of advertis- 
ing, and to protect them against a 
major error of judgment. 

“Research doesn’t create ads any 
more than an automobile makes 
doughnuts!”” On this basis, Mr. 
Crisp makes the following pitch 
for the advertising researcher: 

“Since most of the creative peo- 
ple I know are human, they have 
a natural and normal tendency to 
make an occasional mistake,” he 
says. 

“It is as an insurance policy 
against such occasional but some- 
times devastating errors of judg- 
ment that advertising research is 
so valuable.” 


# Mr. Crisp’s key example is a 
certain Tatham-Laird creation, a 
“latter-day Hathaway that was go- 
ing to set tongues wagging up and 
down Madison 
Avenues.” Research revealed, 
however, that it was all wrong for 
the small-town market at which 
the product was aimed. 

A self-confessed believer in “hu- 
man fallibility,’” Mr. Crisp still 
gives agency creative men a high 


rating. “Art Nielsen puts the ‘bat-.| 


ting average’ of successful busi- 
ness men in making marketing de- 
cisions somewhere between .500 
and .600,” he notes. “In the area of 
advertising, I think top creative 
people do better—perhaps as well 
as .750. 

“But it is on the off-beat ads— 
the potential ‘bell ringers’—that 
the risks are greatest, and the like- 
lihood of a completely bad guess 
highest,” he points out. 

“I don’t see how any agency can 


afford to gamble with its clients’ 
money to the extent necessary, | 


and Michigan) 


tising effectiveness. 

Roadblock #3 is contributed by 
the standardized research organi- 
zations, on account of their at- 


the agency. 

| The two-fold result, he says, is 
| that: 

| 1. The vendors of such services 
‘feel impelled to make a “major 
|contribution,” with the result that 
‘they “sometimes oversell, and 
‘climb out on limbs that far over- 
reach the limitations of their da- 
a. 

2. The reports of such research 
/go primarily to the client (where 
‘the bills are paid) rather than 
the agency, where the ads are cre- 
ated. 
“The client executives,” Mr. 
|Crisp says, “naturally want some 
‘return on their investment in re- 
search. They use the research find- 
ings to ‘guide’ agency creative ef- 
forts. I have seen such findings 
well used; but I have also seen 
them grossly mis-used, sometimes 
as a lever and sometimes as a hob- 
nailed club.” 


® Roadblock #4, according to Mr. 
Crisp, is the advertising client 
himself. Not only does he try, and 
succeed, in obtaining a certain 
kind of ad, against the judgment 
‘of the agency; he also, Mr. Crisp 
|points out, insists on having his 
‘recommendations supported by 
“cold, factual evidence,’ rather 
'than “hunches, intuition, feelings, 
;opinions or divine flashes from 
‘above.” 

| It is here that Mr. Crisp finds 
‘the “focus” of future progress in 
advertising research: 

| “Through research,” he declares, 
i“the agency can demonstrate—not 


|claim, not assert, but demonstrate | 


|—that the advertising it is recom- 


mending is sound advertising... | 


| Through research, the agency can 
|demonstrate...that other adver- 


“Through research, the agency 


can build a new respect for its own | aa Rae weet se ae epee: Sa wR ae 
advertising ability with the client, | 
'a new awareness that the agency’s 
knowledge of advertising and deep é You Cover —_ ‘ i 
of 
Mr. Crisp’s opinion of present the - ¥ 
progress in ad research is not high. 
In fact, he declares himself unable 
i> detent “wae Uibentin’ abaarels } WHEN YOU USE THESE NEWSPAPERS! 
in the field. ..during the last year R by 57% of ~ all Qua d Citians 
; ead O-e7> a 
On the basis of his picture of s tees 4, 


‘rant client respect and support.” 


| Verifier in the client-agency rela-| 
5 ! _ tionship, however, he does at least | 
you admit it. But tachment to the client, rather than| discover a “period of preparation | 


| study of the client’s problem war- 
or 18 months.” 
research as the go-between and 
ROCK ISLAND MOLINE | 


‘ 
opps” 


—preparation for new responsi- | 
bility, for broader acceptance, for 
closer integration into the adver- 
tising picture.” 
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To increase sales...stimulate salesmen... 


_tising approaches—including the | 


when they can buy an insurance in-law!—are less effective. 


brain-children of the client’s son- | 


Cappel, MacDonald now offers 
Glamorous, Exciting 


Travel Incentive Plans 


ollins, Miller & 
© Hutchings 


INC. 


America’s 
FINEST 
photoengraving 
plant 


207 N. MICHIGAN AVE, 


CHICAGO 1 


The world’s largest producer of sales incentive 
plans is first to offer your company a complete 
travel service. 


Nothing moves men to extra effort . . . nothing re- 
freshes men for the next tough job like a glorious, 


9 


once-in-a-lifetime “millionaire’s” vacation, 


More and more, America’s leading executives are 
using all-expense vacations as a powerful weapon 
for increasing sales on company, jobber and dealer 
levels. To such men, Cappel, MacDonald—orig- 
inator of merchandise incentive plans—now offers 
America’s only complete travel incentive plans: 
SERVICE—C-M specialists plan appealing itin- 
eraries for individual winners or groups of any 
size, and handle all details of travel arrangements 
and promotion, Personal, on-the-spot service as- 
sures the satisfaction of larger groups. 


‘ECONOMY—C-M offers the complete campaign for 


the cost of the trip alone. Free planning and service 
includes preparation of promotion material by the 


only creative group in the incentive field. You pay 
only for travel at carrier-resort rates. 


FLEXIBILUITY—-C-M can tailor a plan to fit any 
budget or objectives. We will charter a cruise ship 
or a flight of planes... plan a tour to glamorous 
foreign countries .. . or send your men to a nearby 
resort. If you want to give every man a chance to 
win, runners-up can choose merchandise from the 
famous C-M prize catalog. 

SPEED—Your nearby C-M office can lay a com- 
plete, well-aimed program on your desk this week. 
Custom-created plans to solve unusual objectives 
take very little longer. Just write or phone and out- 
line your problem. Men with unparalleled incentive 
experience will recommend a solution—without 
obligation, of course. 


FREE INFORMATIVE LITERATURE is available to any 
executive, Write Cappel, MacDonald and Com- 


pany, Travel Incentive Division, 737 North Michi- 
gan Avenue, Chicago 11, Illinois, 


Cappel, MacDonald and Company 
DAYTON, OHIO... OFFICES IN PRINCIPAL CITIES 
Travel Incentive Division, 737 North Michigan Ave., Chicago 11, Illinois 
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REVIEW 
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BUSINESS BUILDER—Merchonts in San Francisco’s Polk St. shop- from beauty parlors to hardware stores. Done in an easily 
ping area are reporting the best Christmas business in years removed but weatherproof plastic paist, the paintings were 
as a result of a new approach to holiday window decorations. the idea of Arthur Blum, secretary of the Polk District Mer- 
For modest fees, five young artists painted Christmas scenes chants Assn. The retailers got a bargain too—the cost of the 75 
simulating stained glass windows on 75 store windows ranging windows came to only $650. 


PLANNING 8,000 POSTERS—Thomas D’Arcy Brophy (left), president of American 

Heritage Foundation and chairman of Kenyon & Eckhardt, discusses with Kerwin 

H. Fulton, president of Outdoor Advertising Inc., plans for 1954 Crusade for Free- 

dom campaign. The outdoor industry will make one of its heaviest public service 

contributions to the campaign with 8,000 posters during January and February. The 

campaign, sponsored by the Advertising Council, seeks to raise $10,000,000 for 
Radio Free Europe, which broadcasts programs to satellite countries. 


MISS APECO PHOTOCOPY—This is the 


SEW ‘N SAVE OBSERVERS—This quartet is shown inspecting some of the winning yr pane an aan’ neue pe 
entries in the Sew ‘n Save contest sponsored by Lever Bros. Co. and Pfaff Sewing American Photocopy Equipment Co., maker 
Machine Sales Co. Entries, which ranged from bikini suits to complete baby outfits, eh Anaee Getemalic Ate Siete, tn Chica " 
had to be made from premium dish towels and face cloths contained in Breeze : ' : ” 
packages. Left to right are Jervis J. Babb, Lever president; television star Julia 

Meade; her sister, model Betsy Meade, and Henry G. Genthe, Pfaff president. 


3 UMA ff ~ 


SWEET ‘N LOW—Jeff Joffe, president of Chunky Chocolate Corp., proudly displays 

a bar of Sweet ‘n Low, the company’s new low calorie ten cent chocolate bar. An 

introductory campaign of obout $150,000 is planned for the new product. Life, 

Look, radio and tv spots and business publications, placed through Peck Adver- 

tising, New York, will be used. Mr. Jaffe’s assistant, holding a carton of Sweet ‘n 
Low, is Joan Kemp, also known as “Miss Sweet ‘n Low.” 


STORY CIRCLE—Listening to a yarn being spun by Harold Hoff- right) Harold Barnes, director of the Bureau of Advertising; 
man (second from left), former governor of New Jersey, at the Rufus Doig, New York chapter president; George Haller, presi- 
Christmas luncheon given by the New York chapter of the dent of N. Y. Media Men's Assn., and Peter Benziger, v.p. of the 
American Assn. of Newspaper Representatives, are (left to © AANR chapter. 


New 
Gillette 


shaving cream 


OPEN HOUSE—Winthrop Hoyt, extreme right, chairman of Charles W. Hoyt Co., 
chats with some of the guests at the reception marking the opening of the agency’s 


NEW YORK’S LARGEST—New York's largest outdoor painted in New York and posters in all major U. S. markets of over new office at 380 Madison Ave., New York. His friends (left to right) ave Neal 
bulletin on Astor Pi. features Gillette Co.'s new Foamy shaving 10,000 population. General Outdoor Advertising Co. created Dow Becker, chairman, Intertype Corp.; Mrs. A. O. Hoard Jr. and Mr. Hoard of 
cream. The company is using both painted bulletins and posters this sign. Hoard’s Dairyman. 
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Advertest Reports 
Viewers Are Wise 
to TV Economics 


New York, Dec. 23—Teleview- 
ers are hep to the problems of 
the tv trade. 

Take the matter of alternate 
week sponsorship, for example. 
Last month after questioning 762 
television householders in _ this 
area, Advertest Research reported 
that they “displayed a remarkable 
awareness of the television eco- 
nomics” that prompts alternate 
week sponsorship of telecasts. 

Three out of four were con- 
vinced that “alternate sponsorship 
is necessitated by the increasing 
cost of time, program, talent, etc.” 

One viewer sized the situation 
up this way: “By sharing costs in 
this manner, sponsors can bring 
us programs that they could not 
afford singly.” 


# One group of respondents at- 
tributed this sponsorship pattern 
to the dearth of good programs. A 
typical comment was: ‘Maybe 
there aren’t enough good programs 
to go around, and the sponsors are 
vieing for them.” 

Some 40% of the families be- 
lieve alternate sponsorship offers 
advantages to viewers; 48% char- 
acterized this type of show as of 
“better quality.” 

As for the commercials on pro- 
grams with alternating sponsors, 
about 83%. of the people inter- 
viewed said they paid the same or 
more attention to commercials on 
such shows; 92% said their opin- 
ion of one alternating advertiser 
did not affect their opinion of the 
other. 


® Highest sponsor recall was for 
Lucky Strike, longtime sole spon- 
sor and now alternate backer with 
Crosley of the “Hit Parade” 
(NBC). Highest sponsor recall for 
shows that share a time spot with 
another program was credited to 
Milton Berle (Buick, NBC). 

An analysis of the findings by 
Advertest indicates that shows 
which alternate in a time spot do 
much better if they are essentially 
the same kind of fare—such as two 
comedians like Milton Berle and 
Bob Hope. Pairing of dissimilar 
shows like “City Hospital,’ a dra- 
matic stanza, and “Place the Face,” 
a quiz on CBS, is a less effective 
way of building a shared audience. 


Buys Colorado Daily 

Anna C. and Robert Petteys, 
owners of the High Plains Jour- 
nal, morning daily of Sterling, 
Colo., have purchased the Sterling 
Advocate, evening daily. Former 
Advocate owners were Mrs. Zina 
R., John W. and Virginia C. Wood- 
ring; Mrs. Mary Davis, Oscar F. 
Person, Charles Hayne, Raymond 
L. _— and Allen M. Bigger- 
staff. 


Nesco Names Tranowski 


R. G. Tranowski has _ been 
named export sales manager for 
Nesco, houseware and appliance 
manufacturer. He will headquar- 


ter at the company’s executive“of- 
fices in Milwaukee, handling sales 
and distribution of products out- | 
side the U.S. 


Appoints Smithson, Wyman 
Henkel-Clauss Co., Fremont, O.,| 
maker of cutlery, has appointed | 
Smithson, Wyman & Withenbury 
to handle its advertising. The com- 
pany plans the most extensive! 
promotion in its 75-year history. 
Previously, Barton Alexander Ad- 
vertising, Toledo, had the account. | 


Promotes Timothy Healey 

Timothy J. Healey, manager of | 
the research department of Sulli- | 
van, Stauffer, Colwell & Bayles, | 
New York, has been promoted to | 
director of research. 


Sundheim Advertising Moves 
Thomas R. Sundheim Advertis- 

ing has moved to larger quarters 

at 1425 Walnut St., Philadelphia. | 


Bridgeport Hardware to Tyson 


Bridgeport Hardware Mfg. Corp., 
Bridgeport, has appointed O. S. 
Tyson & Co., New York, to handle 
its advertising, effective Jan. 1. 


| Previously, Wilson, Haight, Welch 
& Grover, Hartford, had the ac-| 


count. 


Hood Named Trane Chairman 
Frank Hood, treasurer of Trane 
Co., La Crosse, Wis., has been 
named chairman of the board, suc- 
ceeding Reuben N. Trane, who has 
resigned as director and board 
chairman. Wayne Hood, v.p., will 
take on the duties of treasurer. 


DuMont Names Stuart A.E. 

H. Malcolm Stuart, formerly an 
account executive with ABC’s net- 
work radio division, has been ap- 
pointed an account executive for 
the sales department of the Du- 
Mont Television Network. 


20th Century Names Jenkins 

Twentieth Century Mfg. Co., 
Minneapolis manufacturer of elec- 
tric welders, has appointed Ray C. 
Jenkins Advertising Agency, Min- 
neapolis, to handle its advertising 
and public relations. 


Agencies Credited 
with Making Public 
Conscious of Design 


CINCINNATI, Dec. 22—Bouquets 
were tossed at advertising agencies 
last week when Donald Deskey, 
industrial designer, hailed them as 
“one of the most important sourc- 
es of imagination, information and 
initiative in American business.” 

Speaking before the Advertisers’ 
Club of Cincinnati, he chalked 
another one up for the agencies 
for bringing. about the general ac- 
ceptance of product and package 
design as a critical factor in the 
economy. 

Viewed in the light of the self- 


he pointed out that advertising, 
‘recommendations of friends and 
previous experience 
customer into the store—package 
design or product design still has 
‘to close the sale” against competi- 
tion of a neighboring item. 

It is this effort to narrow the 


selection trend in merchandising, | 


“bring the. 


gap between pre-selling by adver- 


scores the long-range planning and 
engineering of packages and prod- 
ucts, he added. 
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ay Hyde to ‘American Weekly’ 
tising and actual purchase—trans- | 


lation of an impulse into action at | 
the right moment—that under- | 


Donald C. Hyde, formerly a sales 
representative, director of special 
events and news editor of WGAR, 
Cleveland, has been appointed a 
sales representative in northwest- 
ern Ohio for The American Week- 
ly. 


~ 


Builders know where to buy your p 


Now you can tell ‘em and Sell ‘em in the 


Me Where to Buy It Locally; 


Section of the April 1954 
AMERICAN BUILDER 
Builder-Dealer 
Catalog Directory 


AMERICAN BUILDER 7°“. MONROEST. cHicaco 3 


. 


Send for 16-page brochure 
for the complete story 


‘30 CHURCH ST., NEW YORK 7 


ComETHING Micaine... 


MARRIAGE 


LICENSE 


LIKE CALIFORNIA WITHOUT THE 
BILLION DOLLAR VALLEY OF THE BEES 


Look before you leap into the California market. Make sure your 
newspaper schedule gives you coverage of the Billion Dollar Valley of the Bees. 
This important inland area has more buying power than 
San Francisco and Oakland combined. And its favorite 


newspapers are the. . 


Mc CLATCHY NEWSPAPERS 


Gy 


’ | THE SACRAMENTO BEE « THE FRESNO BEE + THE MODESTO BEE 


NATIONAL REPRESENTATIVES . . . OYMARA & ORMSBEE 
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Selling to Institutions. .. 


Bauer & Black Builds Sales Program 


. lies f fi d in-| 
Around Color Ads and Technical Data 322 :@,:2<", oe 2" *=- 


Consumer Approach Aims 
to Influence Doctors who 
Influence Hospital Buyers 


Cuicaco, Dec. 22—Manufactur- 


ers seeking sales to hospitals face 


the nation’s most critical and con- 
servative customers. 
Physicians, surgeons and hospi- 


tal administrators all decide what. 


|products are used in the institu- dustrial Medicine & Surgery, Jour-| 
tions. Together they subject med-| nal of American Medical Assn., 
‘ical supply advertisements to a Journal of Bone & Joint Surgery, —— 
scientist’s analysis and to cost ac-| Medical Economics and Surgery, 
counting formulas worthy of a Gynecology & Obstetrics. Surgical | 


_ banker. 


Bauer & Black division of the A.S.T.A. Journal and _ Surgical 
Kendall Co. through the years has Business. 
evolved an integrated advertising-|~ Agency for the medical and’ 


Modern Hospital 
Hospitals. 


and 


| Seven medical publications also | 


receive Bauer & Black ads intend- 
ed to influence physicians and 
surgeons—men who both purchase 


appear in Annals of Surgery, In- 


' 


| supply dealers are reached through 


\sales program to answer ques~ | hospital ads is Leo Burnett Co., 


tions of such customers. 


| t Tradi- Chicago. The same agency draws 
\tional medical ads dre backed by | up campaigns for Bauer & Black’s| 


a crew of highly trained salesmen | drugstore-distributed bandages 
equipped to provide solutions to and adhesive tape. 


individual hospital problems. 


a Key to the B&B marketing pro- 


|@ Five hospital business publica-| gram is hospital buying procedure. 
tions currently are on the media Most products can be sold by call- 


|list. They are Hosp{tal Manage- 
| ment, Hospital Progress, Hospitals, 


ing upon persons designated by 
hospitals as buyers. This phase is 


Southern | 


Advertising Age, December 28, 1953 


| 
i 


} 
| DRESSINGS SURVEYS 


PROFIT—Baver & Black talks money in 

this hospital publication page for the 

dressing analysis service conducted by its 
salesmen. 


covered by Bauer & Black’s insti- 


\S : 


4 f Ms, 


Bart 


©Men e 


Wy, goes to restaurants! 


\9 sepition dollars worth of food and beverages is consumed outside 
the home each year. 52% goes to restaurants which derive the bulk of this business 
from meal sales. This, by far, is the biggest and most important part of the 
entire institutional market. RESTAURANT MANAGEMENT, edited exclusively for more 
than 30,000 successful restaurant people, offers the quickest and most 
logical way to tap this growing industry 


201 No. Wells St., Chicago, Ill. 


Analysis of the Food Service Industry — From the 
most authoritative sources available, the 
Ahrens Publishing Company has compiled and 
analyzed the ‘on-premise food purchases and 
sales’ of all types of feeding establishments in 
the U.S. Included are estimates showing the 
total number of food service units in the coun- 
try, and their total on-premise food sales. 


write today? 


AHRENS PUBLISHING COMPANY, INC. publishers of 
71 Vanderbilt Ave., New York 17, New York 


Restaurant Equipment 


Travel America.Guide, 


This four page, easy to read and understand 
chart can be of invaluable assistance to sales 
and advertising executives who are engaged in 
planning advertising and marketing strategy. 
In addition, the folder gives the number of 
meals served daily and which type of establish- 
ments make up the “heart of the market.” 

A copy is yours for the asking. Why not 


Restaurant Management, Hotel Management, 


Dealer, Hotel World Review, 
Frozen Food Age. 


tutional sales force that regularly 
visits every hospital in the U. S. 

Other items, however, require 
|prior approval by committees of 
staff physicians or operating room, 
central supply and other division 
‘heads. It is here that the print 
campaign in hospital business pa- 
pers and medical publications 
functions. Direct mail and “Curity 
Newsletter,” an external house 
organ, give added force to the pro- 
gram. 

A variety of copy approaches is 
used, and each has its place, 
George A. Percy, Bauer & Black 
advertising director, told AA. The 
company feels that, with some 45 
_ products in its line, it cannot pro- 
mote each item individually. So 
major emphasis is placed on new 
| products, new uses of older prod- 
|ucts, and individual campaigns for 
the Curity trade name, bandages 
and sutures. 


a Advertising for bandages and 
sutures also emphasizes the Curity 
name, thus to some degree build- 
ing acceptance for lesser-known 
|Curity products. 

| Almost startling is the appear- 
‘ance of B&B’s four-color ads in 
‘normally drab medical journals. 
| Aimed directly at doctors, the copy 
“uses a consumer approach that at 
first glance is more suited to sand- 
'/ wich spreads than sutures. 

| Curity sutures are compared 
| with sterling silver, shoes, cloth- 
|ing and other goods purchased by 
| doctors for their own consumption. 
The theme always isthe same: 
‘Look for the same quality you 
want in silver, shoes, etc. Copy has 
a strangely hard-sell sound, but 
is backed by strong reasons for 
buying sutures by brand. 


s For example, under color photos 
of a surgeon examining a suture 
and the same man inspecting a 
pair of shoes the headline asks, 
“Why not choose a suture as care- 
fully as a pair of shoes?” Body 


| Why not choese a suture as carefully as a pair of shoes ? 


SUTURES 
ecru 


COLOR—One of a series, this four-color 
page stresses quality in sutures and uses 
a consumer approach to surgeons. 


copy continues with, “Strangely 
/enough, it makes good sense to 
'talk about sutures and shoes on 
the same page!” 

| “Proper tanning of leather is 
| vital to shoe quality,” the reason- 
ing goes. “And quality in catgut 
| Sutures depends on a process much 
‘like tanning—the  chromicizing 
| process.” 

| The ad then explains why Bauer 
| & Black believes “the modern Cur- 
|ity Chromic Suture is another bet- 
ter tool of surgery.” 


ws Use of color in medical ads is 
justified because of its stopper 
value, Mr. Percy asserted. 

“We introduced this art in su- 
ture ads three years ago,” he said, 
“and found that, while the cost is 
higher, it brings more readers per 
dollar.” 

B&w ads are used extensively, 
too, and a competitive note is 
sounded where the product war- 
rants it. Last year B&B introduced 
its Ostic plaster bandage, aimed at 
that portion of the market held by 
imported bandages. The Ostic ad 
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pid You Know? 


COMPETITIVE—Bauver & Black aimed at 

the market held by imparted bandages 

when it introduced its Ostic with ads like 
this. 


campaign was based on equal 
quality at lower cost. 


# Importance of persuading hos- 
pital staff committees to recom- 
mend treatments using Bauer & 
Black products is not .overlooked 
by the sales department. Institu- 
tional salesmen (who also service 
medical supply houses) now are 
calling on doctors to explain the 
use of Bauer & Black’s new T.E.D. 
(for thrombo-embolic disease) 
elastic stocking. 

Research workers have found 
that wearing of elastic stockings 
by bedridden patients retards 
formation of blood clots in the 
legs. These clots sometimes are 
carried to the lungs, resulting in 
fatal pulmonary embolism. 

“We must go to hogpital staffs 
as a body,” explained Mr. Percy. 
“If we persuade the doctors to vote 
on this as a new technique, the 
hospitals will have no choice but 
to use the T.E.D. stocking.” 


ws Direct mail has an important 
place in the campaign. A 16-page 
booklet describing the treatment 
and listing 25 medica] reports on 
pulmonary embolism is paving the 
way for meetings in hospitals. 

The monthly newsletter carries 
reports of this and other new med- 
ical developments. It has a cir- 
culation of 11,000 and is sent to 
adminisirative personnel, nursing 
supervisors and others with influ- 
ence in hospital 
Readership is high, judging from 
the average of 1,500 letters re- 
ceived from readers. 

Bauer 
dressing analysis service that has 
brought many institutional sales. 
Tabulation of analyses made 
the past 30 years shows that Bauer 
& Black salesmen have _ helped 
hospitals reduce dressing costs an 
average of 13.4%, Mr. Percy said. 


e Results of analyses are used in 
hospital publication ads. One such 
ad pointed out that B&B sales- 
man K. H. Oberlander found 15 


November Sales of Chain Stores 


| November 
Food Chains 


1953 
23,391,255 $ 


1952 
‘Colonial Stores ...$ 


a Se 82,963,187 83,849,937 — 1.0 971,941,110 966,566,368 + 1.0) 
National Tea ..... 37,618,130 33,822,244 +11.2  427.020.717 366,408,850 +16.5 
‘Salemy ........ 118,933,704 116,596,544 + 2.0 1,431,533.847 1,366,846,311 + 4.7 
Group Total ....$ 262,906,276 $ 256,058,991 + 2.7 $3,044,031,735 $2,896,590,343 + 5.1 
Mail Order 
“Sears, Roebuck ..$ 275,520,789 $ 283,044,727 — 2.7 $2,568,636,723 $2,472,540,523 + 3.9) 
ree 14,532,791 17,028,813 —14.7 115,935,932 126,352,388 — 8.2 
“Montgomery Ward 98,349,384  108,524.651 — 9.4 886,545,853 947,574,264 — 6.4 
Group Total ....$ 388,402,964 $ 408,598,191 — 5.0 $3,571,118,508 $3,546,467,175 — 0.7 


11 Months 
1952 


% Gain 


or Loss 1953 or Loss 


21,790,266 + 7.3 $ 213,536,061 $ 196,768,814 + 8.5 


Drug Chains 
CN is A id 5 00 $ 4,409,900 $ 4,337,176 + 1.8 $ 48,498,775 $ 48,016,140 + 1.0 
eee 14,381,681 14,359,300 — 0.2 160,901,397 159,769,032 + 0.7 
Group Total ....$ 18,791,581 $ 18,696,476 + 0.5 $ 209,400,172 $ 207,785,172 + 0.8 
Variety and Miscellaneous 

Butler Bros. ....... $ 10,060,875 $ 10,401,618 — 3.3 $ 116,547,203 $ 108,341,632 + 7.6 

Consolidated Retail 
ee 2.335,095 2,529,041 — 7.7 24,553,922 26,157,850 — 6.1 
| *Diana Stores Corp. 2,343,491 2.761,914 —15.1 10,030,775 10,889,990 — 7.9 
| Edison eee 5,883,524 6,311,861 — 6.8 72,401,557 71,226,508 + 1.7 
Gamble-Skogmo ..... 10,151,153 10,541,400 — 3.7 117,708,015 115,619,110 + 1.8 
(sre 28,830,230 27,877,722 + 3.4 246,606,443 230,023,348 + 7.2 
Howard Stores Corp. 2,946,999 3,024,119 — 2.6 22,885,270 23,671,395 — 3.3 
Kinney, G. R. Co. . 3,348,000 3,280,000 + 2.1 36,309,000 35,361,000 + 2.7 
wre, &. %. 2... 28,903,601 28,766,689 + 0.5 277,068,722 266,534,940 + 4.0 
Kress, S. H 14,185,949 14,689,297 — 3.4 141,769,807 144,937,793 — 2.2 
re 9.048,775 8,807,955 + 2.7 86,467,753 88,129,367 — 1.8 
|@McLellan Stores .. 4,778,423 5,212,635 — 8.3 46,251,004 46,982,273 — 1.6 
>Miller-Wohl Co. .. 2,882,136 3,162,057 — 8.9 11,298,380 11,916,244 — 5.2 
Murphy, G. C. .... 15,357,483 15,788,961 — 2.7 155,185,137 151,789,569 + 2.2 
National Shirt Shops 1,571,288 1,623,879 — 32 15,944,560 15,239,067 + 4.6 
Neisner Bros. 5,482,080 5,584,089 — 1.8 55,139,494 51,956.578 + 6.1 
Newberry, J. J. ... 14,162,632 13,445,725 + 5.3 141,947,366 136,744,872 + 3.8 
Penney, J. C. ..... 105,436,288 110,216,297 — 43 938,843,861 911,214,474 + 3.0 
Rose’s 5-10-25 ... 1,856,937 2,028,590 — 8.5 15,613,432 17,667,593 + 5.3 

Shoe Corp. of 

Ee eee 4,699,805 4,377,248 + 7.4 53,156,690 49,894,375 + 6.5 
Western Auto .... 12,597,000 13,610,000 — 7.4 161,364,000 152,678,000 + 5.7 
Group Total ...$ 286,861,764 $ 294,041,097 — 76 $2,750,092,391 $2,666,975.978 + 3.1 
Combined Total .$ 956,962,585 $ 977,394,755 — 2.1 $9,574,642,806 $9,317,818,668 + 2.8 


‘Five weeks and 48 weeks. “Four weeks and 48 weeks. “Ten month period. *Four month period. 


specific ways to reduce costs of 
dressings at University of Chicago 
Clinics that saved a total of $17,- 
504 a year. 

Saving is a big theme in all 
Bauer & Black institutional ads. 
Saving of time, nursing staffs, la- 
bor and just plain money is em- 
phasized where possible. 

“We spend as much time on 
profit advertising as any consumer 
advertiser,” is the way Mr. Percy 
summed it up. 


ws And as an ad director who is 
trying to stretch his own budget 
he has one big wish: More market 
data on medical publications. 

“There is a great need for more 
|reliable qualitative information on 
| who reads the medical magazines,” 
he said. “These publications should 
tie in with the ARF, but they don’t 
feel the need for it; they just don’t 
take the same approach as other 
business papers.” 


KTTV Promotes Dutfield 


policy-making. | 


& Black pioneered aj} 


Jack Duffield, merchandising 
manager for KTTV, Los Angeles, 
has been promoted to the station’s 
sales staff as an account executive. 
E. O. Hawkins, formerly a sales 
representative for Pillsbury Mills 
in Los Angeles, succeeds him. 


Blatz Names Bunino V. P. 


in. 


Denver Adclub Elects 


Lee Fondren, sales manager for 
KLZ and KLZ-TV, has been elec- 
ted president of the Advertising 
Club of Denver. Other officers in- 
clude Bill Prescott, v.p., Ball & 
Davidson, Ist v.p.; Lew Cobb, di- 
rector of advertising and publicity, 
State of Colorado, 2nd v.p.; Ariel 
Parker, advertising manager, 
| Mountain States Banker, women’s 
v.p., and Lawrence E. Effinger, 
|Mountain States Telegraph & Tel- 
ephone Co., treasurer. 


Wolcott Sells Product Rights 


Wolcott Co., Hartford, has sold 
|the manufacturing rights of its 


principal product, Easy-Off, a 
stove cleaner, to Boyle, Midway 
Inc.. New York subsidiary of 


American Home Products Corp. 
The present Wolcott Co. will be 
‘dissolved and a new company 
formed. Frank E. Wolcott, presi- 
— will continue in that capaci- 
| ty. 


sage Livestock Magazine Bows 
__ Revista-Cebu, published by Cody 
Publications Inc., Kissimmee, Fla., 
|a Spanish language magazine for 
| the livestock industry, bowed Dec. 
| 14. Issued to a controlled list of 
purebred cattle breeders in a dozen 
Latin American countries, the 
magazine is a sister publication to 
The Florida Cattleman. The first 
issue carried 18 pages of advertis- 
ing. 


“Rocco B. Bunino, former presi- | 


dent of the National Licensed Bev- | 


erage Assn., has been named v.p. 
in charge of retail trade relations, 
by Blatz Brewing Co., Milwaukee. 


Gerstenkorn Agency Moves 
Henry Gerstenkorn Co., Los An- 

geles agency, has moved to new 

quarters at 4860 Wilshire Blvd. 


‘News’ Hikes Rates 4.1% 

A-rate increase of 4.1% 
retail 
Mountain News, Denver, will be- 


come effective Feb. 1, to “offset a/| 
10% payroll increase.’ The paper | 
its | 
circulation as of Sept. 30 was 147,- | 


also notified advertisers that 


417 daily, and 154,574 Sunday. 


for SALES ACTION ' 
in the Oregon Country... 
use Portland's only home-owned newspaper 


the JOURNAL 


PORTLAND’S PROVED EVENING NEWSPAPER 
SESS 


Get all the facts from 
O'MARA & ORMSBEE, Inc. 


“big circulation 
ORR 


WHERE you want 
© WHEN you want it 


% Gain 


in all | 
departments of the Rocky | 


Kingan Promotes Ashby 


N. Bruce Ashby, v.p. and mar- 
keting director of Kingan Inc., 
Indianapolis subsidiary of Hy- 
grade Food Products Corp., De- 
troit, has been promoted to mar- 
keting director of both companies. 
Mr. Ashby will direct the sales, 
advertising and merchandising ac- 
tivities of the combined operations, 
which encompass a chain of meat 
packing plants, chemical and soap 
production, and Barrington-Hall 
Instant Coffee Co. 


General Mills Boosts Mix 

General Mills Inc., Minneapolis, 
in January will introduce an angel 
food cake mix in the New England 
and Atlantic states markets. Na- 
tional distribution will follow as 
quickly as possible, with newspa- 
pers, radio and tv supporting the 
new product. Batten, Barton, Dur- 
stine & Osborn, Minneapolis, is the 
agency. 


KOMU-TV, Columbia, Starts 

KOMU-TV, Columbia, Mo., first 
commercial tv station in the area, 
went on the air Dec. 21. The sta- 
tion will broadcast the programs 
of all four major networks. 


55 
Wayne Welch Moves Offices 


Wayne Welch Inc., Denver agen- 
cy, has moved its offices to 800 W. 


Ninth St. 


PAYS ITS WAY IN 
IDEAS ALONE 


Ideas are the most precious of all 
sonal assets. Every Clipper is 
dea inspiring. Users have told us 


that even if they clipped no art from 
their Clipper, they would continue to 
take it for inspiration values alone! 


CLIPPER 


ART SERVICE 
300 SUBJECTS, 1000 PRINTS 


Every issue has 13 pages (17'9” x 
22',”) of original quality art, 12 
pages (8'4” x 11')”) of utility de- 
vices, 20 or more "How to Use" 
samples. Monthly cost only $15.00 
A single good idea can pay you 
many times the small cost! 


Whritd FOR FREE SAMPLES 


MULTI-AD SERVICES, INC.. 


ow many different 
things can you do 
to a ton of coal? 


You can burn it, buy it, dock it, 
export it, handle it, heat with it, 
load it, manufacture with it, 
it, sell it, ship it, stockpile it, and 
who knows what else! Chances are 
the man or company who does even 


one reads “Uty” which tells him 
how to do them all. , 


vay Maly 


YL {/ 


Wid, 


“or 
covers the tremendous horizontal market of coal users. 
Advertisers are discovering that it gives them the primary 
buying influences in all 6 coal use classifications, accounting 
for 90% of annual coal consumption: 


move 


(““Uty”’ is the shorthand way 


our staff speaks of UTILIZATION, 

the Magazine of Coal Uses. When 
_ you have a name of 5 syllables, 
you’re forced to abbreviate. 
Otherwise there wouldn’t be 
enough hours left in the day to 
produce the special kind of mag- 
azine UTILIZATION is. There goes 
another half a day.) 


is unique—being the only publication that 


- Electric utilities, municipal and private power 
stations + Steel, cement and chemical plants - Manu- 


facturers - 
and rail terminals 
public buildings. 


Coal retailers and wholesalers 


+ Coal docks 


+ Plus many hospitals, schools and 


UTILIZATION’s rapid growth bespeaks the need for it. 
In 1952, our advertisers placed 471 pages 
with us, against 196 pages in 1948, first 


full year of publication. 


How many different ways can ‘‘Uty”’ 


help you? 


“e. 


lization 


t e 
U MECHANIZATION, Inc., Publishers 


MUNSEY BUILDING » WASHINGTON 4, D. C. 


ee 


| NEW YORK + PITTSBURGH + CHICAGO - SAN FRANCISCO + LOS ANGELES 
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‘Official Figures as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Commercial Dis- 
play Exctuding 
Poultry, Classified 
and Livestock, in 


-~—Total Advertising, In Pages. ——Total Advertising, In Lines Lines 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov 
1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 

Farm Magazines 

+tCapper's Farmer .... 60.1 50.0 652.2 575.1 25.779 34,029 288,770 391,039 25,104 33,250 

{Country Gentleman .. 111.7 89.4 1,022.4 946.4 47,926 60,776 451,367 643,469 47,007 59,689 
Farm Journal ...... 

, Nat'l Less Western 102.2 98.5 1,041.3 1,025.0 43,843 42,251 446,730 439,705 42,880 41,086 
Western Edition .. 98.5 98.5 1,033.7 1,025.0 42,270 42,251 443,441 439,705 41,307 41,086 
Average 2 Editions . 100.4 98.5 1,037.5 1,025.0 43,057 42,251 445,086 439,705 42,904 41.086 

§Farm & Ranch—Southern Agriculturist: 

#Upper South Edition 378 29.1 424.8 335.8 16,204 19,797 182,217 228.318 15,086 18,722 
Lower South Edition 38.8 30.5 447.8 354.1 16,628 20,739 192,103 240,762 15,339 19,478 
Southwest Edition . 47.8 39.7 550.3 460.8 20,505 27,018 236,097 313,319 17,977 24,827 
Average 3 Editions .. 41.4 33.1 474.3 383.6 17,779 22,518 203.473 260,800 16,134 21,009 

Progressive Farmer: 
2Carolina-Va. Edition 112.1 100.3 1,097.4 1.026.2 76,217 68,222 746.206 697,809 76,217 68,222 
#Ga.-Ala.-Fia. 

SPT Pee 113.0 102.3 1,1245 1,0445 76.800 69,587 764,597 710,308 74,380 66.862 
#Ky.-Tenn.-W. Va. 

ns 650 0:4 106.1 96.2 1,052.5 991.8 72,152 65,405 715,691 674,430 70,369 63,272 

Miss. -La.-Ark. 
. DT. gepnesrdos 105.3 93.9 1,052.3 1,001.9 71.634 63,866 715,597 681,300 69,838 61,620 
Texas Edition .... 111.8 103.2 1,129.7 1,084.5 75,994 70,181 768,205 737,511 73,409 67,369 
Average 5 Editions .. 109.6 99.2 1,091.2 1,029.8 74,560 67,452 742,059 700,272 72,444 64,959 

Successful Farming .... 92.0 102.0 987.2 1,027.3 41,402 45,886 444,258 462,234 40,450 45,178 
Total Group ........ 515.2 472.2 5,264.8 4,987.2 250,503 272,912 2,575,013 2,897,519 244,043 265,171 


tChanged from 680-line page to 429-line page in February 1953. {National Less Western and Western editions were not | 


listed separately prior to September 1953. #Not included in totals. §Changed from 680-line page to 429-lin 


January 1953. 
Monthlies 
*Agricultural Leaders’ 

SN, snadesdvacbee 23.8 22.4 201.1 217.1 4,655 4,396 39,468 42,588 4,655 4,396 
American Fruit Grower 13.2 11.0 312.8 279.1 5,718 4,771 135,173 120,570 5,575 4,674 
American Poultry Journal: 

#Eastern Edition .. 42.0 316 395.3 363.4 18,000 13,563 169,539 155,900 13,802 8,667 

#Central Edition .... 345 22.2 326.4 308.9 14,784 9,544 139,996 132,501 12,908 7,662 

#Western Edition ... 30.2 18.8 299.7 269.7 12,952 8,082 128,579 115,715 10,794 6,390 

Average 3 Editions .. 35.5 24.2 340.4 314.0 15,245 10,396 146,038 134,705 12,501 7,573 
Arkansas Farmer ..... 15.9 13.0 210.0 177.8 12,030 9,836 158,779 134,360 11,572 9,097 
Better Farming Methods 42.0 41.5 377.0 391.7 18,033 17,802 161,737 168,042 18,033 17,289 
Breeder's Gazette ..... 17.7 Us 207.7 207.0 7,970 6,528 93,496 93,116 6,539 4,080 
Broiler Growing ...... 446 37.0 444.0 437.3 19,118 15,871 190,450 187,621 14,134 10,290 
*California Citrograph . 20.0 19.4 248.1 256.2 13,622 13,062 166,852 172,124 13,412 12,922 
California Farm Bureau 

SE écbvebecces 13.1 12.1 133.0 124.8 9,870 9170 100,511 94,397 9,219 8,519 | 
*Carolina Co-operator .. 9.0 8.7 96.2 107.5 3,780 3,640 40,348 45,113 3,178 3,206 
*Cattleman, The ...... 125.5 153.0 1,311.0 1,408.8 52,721 64,268 550,618 591,645 19,065 24,136 

ne Vo-A 

Mg wh andes S$ 22.0 17.8 213.6 165.1 9,438 7,616 91,632 70,812 9,438 7,616 
*Electricity on the Farm 10.4 12.5 118.6 141.2 3,720 4,464 42,348 50,389 3,720 4,464 | 
*Farm Management .... 14.9 17.6 162.2 112.8 6,405 7,910 72,453 50,783 6,405 7,910 
‘Farmer-Stockman .... 46.8 37.0 528.4 422.8 20,061 28,150 226,718 321,292 16,482 23,252 
*Florida Cattleman .... 73.2 83.1 787.4 668.3 30,744 34,888 330,655 280,651 16,926 16,380 
*Florida Grower ...... 31.6 29.6 242.6 235.3 21,457 20,145 164,916 160,003 20,947 19,586 
Kentucky Farmer ...... 20.0 22.5 276.5 258.2 15,695 17,616 216,736 202,392 14,578 16,251 
*Michigan Farm News .. 2.9 2.3 29.1 28.6 6,822 5,367 67,641 66,361 6,692 5,307 
*#Mississippi Farmer .. 7.3 —— 105.7 —_ 5,486 — 79,913 oun 5,256 ines 
*Missouri Farmer .... 99 4.6 107.9 64.1 6,835 3,177 74,224 45,902 6,107 2,556 
National Life Stock 

POOEREET sccosceces 8.4 9.4 119.8 95.4 6,113 6,867 87,260 69,534 5,861 5,902 
*Nation’s Agriculture .. 9.2 9.0 93.0 86.6 4,129 4,047 41,848 38,993 4,129 4,047 
*New Jersey Farm & 

COPED cccocscscece 459 469 518.1 515.2 20,652 21,120 233,220 231,834 15,892 16,596 
*Ohio Farm Bureau News 11.3 9.3 115.6 116.1 5,107 4,173 52,160 52,241 4,857 3,908 
Poultry Tribune: 

#HEastern Edition ... 45.8 40.7 431.0 452.7 19,660 17,473 184,921 194,220 14,583 12,569 

#Central Edition .... 36.4 32.7 371.8 399.7 15,633 14,023 159,534 171,428 13,042 12,346 

#Western Edition ... 32.8 26.0 317.4 335.6 14,063 11,166 136,199 143,984 11,753 10,072 

*gPacific Edition .. 45.6 38.0 404.3 428.6 19,571 16,288 173,465 183,863 14,098 11,271 

Average 4 Editions .. 40.2 34.4 381.5 407.4 17,231 14,738 163,530 173,374 13,369 11,565 
*Southern Farm & Home 6.9 8.5 101.6 98.4 6,877 8,475 101,476 98,334 5,328 7,425 
Southern Planter ...... 28.6 29.1 350.4 328.7 20,009 20,335 245,275 230,056 19,187 19,613 
*Turkey World ...... 436 448 498.6 557.8 18,718 19,199 213,951 239,287 10,685 11,883 
4*Western Dairy Journal 32.2 30.9 409.8 420.7 13,804 12,978 172,808 176,775 10,682 8,792 
“*Western Livestock 

DN nccccccvces 139.2 99.4 1,237.6 1,235.3 59,696 41,741 522,133 518,809 14,798 17,511 
*Wyoming Stockman- 

FOE va cictvcecese 24.0 133 250.8 166.2 21,504 11,886 224,638 148,858 16,136 9,655 

Total Group ........ 981.5 918.8 10,424.4 10,045.5 477,779 454,632 5,129,092 5,010,961 340,102 326,401 


#Not included in totals. ‘Changed from 760-line page to 429-line page in January 1953. ‘Started publication in January 
1953. *Formerly Pacific Poultryman changed to Pacific Edition in July 1953. ‘Smaller page size (420 lines) in November 


1952. 


Newspaper Monthly Farm Sections 


t*lowa Farm & Home. 19.6 17.8 246.6 276.1 20,190 18,739 258,283 291,083 17,023 17,395 
*Rural Gravure ....... 9.9 8.5 86.0 88.9 9,870 8,491 85,991 88,758 9,870 8,491 
*Texas Ranch & Farm . 49.9 59.1 221.3 265.3 52,416 62,104 232,400 280,210 50,435 58,730 

Total Group ........ 79.4 85.4 553.9 630.3 82,476 89,334 576,674 660,051 77,328 84,616 
tlarger page size (1,055 lines) in November 1952. 

Semi-Monthlies 

American Agriculturist . 26.8 28.9 356.0 348.9 19,490 21,055 259,132 253,985 17,113 18,223 
*California Grange News 9.6 9.0 145.7 115.5 10,456 9,733 158,491 125,454 4,116 4,508 
Colorado Rancher & 

PO cc ccccscoses 27.9 31.7 414.9 401.2 21,121 23,978 313,705 303,327 18,902 19,232 
*Cooperative Digest 19.4 24.7 105.5 117.0 8,148 10,360 44,249 49,067 8.120 10,290 
Dakota Farmer ....... 55.86 55.7 727.8 674.3 43,750 43,636 570,626 528,580 42,876 42,922 
Farmer, The ........- 67.0 69.1 855.6 822.6 52,532 54,200 670,735 644,868 46,920 48,926 
Hoard’s Dairyman ..... 38.2 418 481.2 447.7 27,795 30,426 $50,274 325,885 22,038 23,131 
Idaho Farmer ........ 37.3 38.4 533.4 482.0 28,230 29,060 403,250 364,402 26,716 27,158 
*Indiana Farmer's 

Guide ....... hw kee 248 23.8 314.2 321.6 19,422 18,685 246,160 252.249 14,538 13,960 


Advertising Age, December 28, 1953 


Advertising Pages and Linage in Farm Publications 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, in 


-—~—Total Advertising, In Pages——. ————Total Advertising, In Lines-————. Lines 

Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. 

1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 
Kansas Farmer ....... 43.7 47.2 523.0 500.7 33,179 35,897 397,532 380.586 27,928 30.812 
Michigan Farmer ...... 37.8 45.0 593.5 566.9 29.036 34,571 455,807 435,404 25,173 31,282 
Missouri Ruralist ...... 313 410 4328 507.5 23,809 31,170 404,884 385,717. 22.131 27,120 
Montana Farmer- 

Stockman ..... coco Che 6A 727.5 695.7 42,546 41,895 549,941 525,938 30.989 31,626 
Nebraska Farmer ...... 70.2 77.3 $74.1 871.5 53,106 58,459 660,864 658,923 43,376 42,107 
New England Homestead 346 348 439.2 427.0 24,217 24,342 307,530 298,868 16,347 18,352 
Ohio Farmer ......... 46.3 53.0 696.9 654.7 35,596 40,683 535.231 502,817 31.619 37,029 
Oregon Farmer ........ 38.0 37.8 507.2 466.7 28,735 28,571 383,548 352,830 27,340 26,522 
*Oregon Grange Bulletin 
Pennsylvania Farmer . 33.1 39.9 530.7 514.3 25,444 30,621 407,653 396,424 22,454 27,743 
Prairie Farmer: 

Zillinois Edition ... 66.3 64.3 882.3 852.7 48,277 46,790 642,320 620,764 40,035 40,182 

ZIndiana_ Edition 68.3 64.4 886.5 844.0 49,733 46,884 645,366 614,388 41,491 40,276 

Average 2 Editions .. 67.3 64.3 884.4 848.3 49,005 46,837 643,843 617,576 40,763 40,229 
Rural New-Yorker ..... 24.5 27.1 363.5 358.7 19,200 21,232 284,956 281,291 16.111 17,606 
ee 39.8 43.6 547.9 521.9 30,123 32,990 414,230 394,537 25.651 27,808 
Wallaces’ Farmer ..... 73.1 77.3 1,000.6 952.9 57,292 60,613 784,455 747,033 48,323 50,160 
Washington Farmer .... 39.9 36.3 512.0 473.2 30,135 27,474 387,092 357,734 28.740 25,656 
Western Farm Life .... 25.1 27.6 374.1 374.8 19,656 21,638 293,265 293,905 18,292 20,014 

§Herdsmen Edition . 22.0 35.8 335.0 576.5 17,234 28,063 262,643 295,185 2,478 3,906 
Wisconsin Agriculturist . 56.2 54.4 740.4 680.8 44,047 42,618 580,472 533,644 43,434 41,852 

Total Group ...... 1,046.0 1,120.9 14,117.1 13,524.9 793,304 848,807 10,770,568 10,306,229 672,488 708,174 


Not included in totals. §This edition also carries aii linage appearing in Western Farm Life. 


Farm Linage Trend Figures in Thousands 


MAGAZINES MONTHLIES 
1953 1953 
NOV.|25! | NOV.|478 | 
oct.[270 “| OcT.| 486 | 
1952 1952 
Sc iceeacatoni Nov. Zi 


BI-WEEKLIES 
1953 


NOV. 
oct 


SEMI-MONTHLIES 
1953 


nov.[793__] 
ocr.|1.065 | 


1952 1952 
Nov. EZ Nov. Hex 


OcT 


CANADIAN 
1953 


1952 


NOV. 


Bi-Weeklies 
Arizona Farmer ....... 64.1 72.6 866.0 861.4 48,484 54,869 654,702 651,301 47,028 52,391 
California Farmer: 
Northern Edition .. 48.6 60.8 641.4 611.1 36,735 45,975 484,890 462,015 34,868 41,874 
#Southern Edition .. 46.6 57.4 628.1 608.2 35,201 43,370 474,804 459,778 33,334 39,269 
Average 2 Editions .. 47.6 59.1 634.7 609.7 35,968 44,673 479,847 460.897 34,101 40,572 
*Dairymen’s League News 12.3 10.6 155.4 151.9 8,969 7,702 113,123 110,516 8,155 6,951 
Total Group ....... 124.0 142.3 1,656.1 1,623.0 93,421 107,244 1,247,672 1,222,714 89,284 99,914 


#Not included in totals. 


All figures in the following groups were compiled by Advertising Age 


Weeklies 
Weekly Star Farmer: 

Kansas Edition .... 168 146 246.3 253.6 41,518 36,093 606,885 624,401 33,042 26,974 

Missouri Edition .... 16.5 15.0 249.5 253.3 40,602 36,961 614,694 624,159 32,150 27,428 

Okla.-Ark. Edition .. 149 14.0 228.2 233.7 36,784 34,556 562,390 575,826 29,158 26,196 

| Dailies 
Chicago Daily Drovers 

SE bvceskavess 36.6 32.8 411.2 392.3 77,917 69,695 875,169 834,738 42,550 35,157 
Kansas City Daily Drovers 

errr 39.9 43.8 454.1 489.1 84,922 93,118 966,015 1,040,747 35,594 39,212 
Omaha Daily Journal 

GROCNMAR oc cccces. 45.1 49.7 461.5 492.0 95,933 105,664 982,109 1,046,714 45,579 44,600 
St. Louis Daily Livestock a 

ee 23.5 22.9 303.4 293.2 49,996 48,774 645,558 624,003 27,898 25,616 

Total Group ....... 145.1 149.2 1,630.2 1,666.6 308,768 317,251 3,468,851 3,546,202 151,621 144,585 
Canadian 
Bulletin des 

Agriculteurs, Le .... 50.5 48.7 606.5 545.5 35,373 34,088 424,588 381,882 35,213 33,865 

| Country Guide ........ 40.6 38.2 484.4 463.3 29,248 27,500 348,874 333,632 29,248 37,500 
Family Herald & Weekly Star: 

#Eastern Edition ... 96.4 97.1 1,022.6 992.9 96,406 97,099 998,280 972,235 68,530 68,666 

Western Edition ... 87.5 83.0 872.7 831.0 87,494 83,034 872,540 830,959 68,180 63,115 

Average 2 Editions .. 92.0 90.1 947.8 912.1 91,950 90,067 935,411 901,598 68,355 65,891 
Farmer's Advocate & 

Canadian Countryman 42.4 39.5 566.4 490.4 29.692 27,680 396,428 343,494 24,882 21,411 
Farmer's Magazine .... 27.0 31.2 350.9 347.4 11,562 13,368 150,535 164,622 11,527 13,226 
Free Press Prairie 

a 105.8 103.6 1,159.4 1,109.8 114,239 111,885 1,252,256 1,212,879 79,198 76,720 
Western Producer .... 50.6 45.2 596.7 550.9 54,162 48,330 638,527 589,362 37,727 30,382 

Total Group ........ 408.9 396.5 4,712.1 4,419.4 366,226 352,918 4,146,619 3,927,469 286,150 268,995 


Not included in totals. 


Smart & Final Names Agency |0f leather goods, has appointed Knaqub Named Ritter V. P. 


Smart & Final Iris Co., Los An-| 


geles food manufacturer and dis- | to handle its advertising. John oy 


: b r,| Falkner Arndt & Co., Philadelphia, | }, 
cibuter, has named Stromberge formerly handled the account. 


LaVene, McKenzie, Los Angeles, 
to handle advertising. Erwin, Wa- 


McKee & Albright, Philadelphia, | 


sey & Co. formerly handled the ac-|KFH Promotes Benedict 


count. Smart and Final labels, as 


Bryce Benedict, account execu-. 


Sly stated th 
ad been elected 
Ritter Co., 


Franchey Joins Piedmont 


; ; Joins Michener & O’Connor 
In its Dec. 14 issue, AA errone- W. A. Franchey, formerly v.p. George L. Grimes, formerly pro- 


at Glenn E. Knaub in charge of new business and cre- duction manager of Wayne Welch 


president of P. J. ative director at Wilhelm-Laugh- Inc., Denver, and account execu- 


_Knaub has been elected a v.p. of named managing director of Pied- El 


the company and will be in charge mont Advertising, Salisbury, N. C. 
of custom packing and procure- 


well as the Iris canned and pack-/tive With KFH, Wichita, has been ™ent. 
aged food, plan consumer and/ appointed general sales manager 


trade advertising. 


phia manufacturer 


for the radio station. Larry Cot- 
ton was promoted to regional sales | 
Rumpp to McKee & Albright manager, and George Derry, Bill 
C. F. Rumpp & Sons, Philadel-| Post and Wesley Pelsue Jr. to ac- 
importer 'count executives. 


Griffin to Erwin, Wasey 


_Quisenberry to Dan Ebberts 


Paso, 


Bridgeton, N. J. Mr. lin-Wilson, Houston, has been tive of Mithoff Advertising Co., 


Tex., has been named 


production manager of Michener 
|& O’Connor, Harrisburg, Pa. 


J. L. Quisenberry, formerly ad- Edinger to Grant, Schwenck 
in vertising manager for Axelson Marshall Edinger, formerly with 
Griffin Wheel Co., producer of | Mfg. Co., Los Angeles, has joined 
freight car wheels, has appointed |Dan Ebberts Advertising Service, 
Erwin, Wasey & Co., Chicago, to| Huntington Park, Cal., as an ac- 
‘handle its advertising. ‘count executive. | Baker, Chicago. 


O'Neil, Larson & McMahon, Chi- 
cago, has been appointed media 
director for Grant, Schwenck & 


Paes ee Ta A Bo EOE eS EERIE a 4 ba > Se Sec ee PE 2 * ap PEER See aries | Cee es Pk ete: fa? y Oe ers Tee Re Cece *) ) ee reo Te Pee aid. a he ee Day, Sys Bae Bore he Bei x? pasa a eae die te Sate etl Se raed He > nes fits Soe Ne ge Rat 3 eet aie 
: ee re ae ee we cn oat es 1 Rebate eS Sor Weg pra ne triagds eae wie ee ae ae ae ae las cI) Une 4 ie eran In Nee! ea ae oa ah ee Bee nit SR NN ea Recess ee ete Pei» ne Foe ab gap ad pe Sa Sw orang 
oo iat so yone : Ce ei at A ‘ ra cabs : x \ Ae ia ie (tee Ne ee: hie ages ee Wis lie Sony ee Bee i ee SS ees Sat. ESS. au Pec Gee Hie. spe er eet gf ol een eet: Rese Se Erg ys = oe Bee 
ioe ie gg ek Oe ea ae = eA ME Ni ee ea cS ee SEE RG aire Bhan ae Ram : a US Tat os pete. SS Come Seah er Foie Bee SS Pe. Saee  Re Se eee et te ee Se) i Rue anenmmee eeiAs  98 SO Oe Mig QaE (> Eo ane aati ey Ne 
: eae eee aia ov ane ene” : < oa a eae Nene Soe Sead Re ame Ret ceo ee Be aie? WM > ie er Bares co es 5 eee Fe PEs 0S ae ene ae 
4 rn ie aE aye a Ss : 5 22 Ce e : é a oe pe ee fe gtk ae ee pct Boe ; es Oa Ge eee We 9 
Be ES et ri i ie ooh “ - ae ; . ape * ihe Sy u oe een y a fs a fi Pes : ie epi : “A E eae yin ay hale het : ae f° se ge eon ex. ay ar repre IM. ion en one ae A een 
Ee ial’ * c . . 4, oe ‘ neon i ceoe Fa acaee ee ngs . 
ao ea eT " 
ae ° ‘ : eer: "are : 
ee 
a © RE SOS: ON a a bis 
a 
0 
56 ee 
| ee 
» j ; 
re: 
ee. 
et 
3 it 
ee ae) 
cae 
set 
‘ epi 
caake: 
cache: 
tect 
TA 
pedro 
ne 
tata 
Woah 
coos 
er eS 
Re pe: 
ee 
Yee, 
pesca! 2 dag 
tat 
| a ee 
Pn 
eins ae 
nN 
eer: 1 
a 7 ca cee = saan ses 
gaei 
pees 
ae 
oe 
a 
cree, 
e. Nov.[366 _| 
_ a 
en —_. 
ave 
CA 
iS: Ate . 
He Bh 7 
ee 
Ce | 
Lies 
bir gl 
a 
sian: roa 
i 
aa 
ane 
ieee = 
aia 
Mie 
a er 
ig 4 
yori 
ote 
Fig ai 
coe 
St sie 
pal en 
Rei: 
; sae 
at 
eae ees . 
ee 
ws oe a 
wri! 
5 Ge 
ee 
Rit Se 
Sse 
ate ual 
at eb 
eters 
ieee 
aohoee 
ae 
egies 
a RA reate 
ed, 
2 
xs ae : 
a — ——E = . a - — — ———— 
= LLL 
ae. i 
Cee, 
rie 
Re 
bs ee 
fox: es 
i 
ct ‘ ? , A “ ° ~ ‘ ; 
+e Fs * . ‘ “ — 4 
eee 7 2S 2 eee F i: é ; : , er ‘ “a ¢ 5 : = is Ox Se ae - he es aS ee “a8 . ie 
a , ‘: No Pee ag ate ze J bat - aaa . é y ‘ : Sie aS © ar c Mate eae LS hk ade as oe KM DO he 4 wed ay og Soe eh 
i line ae Ppt sane 2 : f a : Sn at wes 2 : ¢ Fe ‘ PA ihn > * ae j Z : ; rg 4 ‘ ee, 4 el se See hee? “y Sia eh Dies es) BPW Sth : a Des vee, Ear Fhaant Sas ty ae : 


43 
82 


RSRABA 


a 
= 


BING 


391 


374 
269 
572 
51 


14 


974 


Sea ese Ss 2 SS SB SS SS SES Oe eee eee eee eee 


FREDERICK C. MILLER 


Frederick C. Miller, 47-year-old president of Milwaukee's famous Miller 
Brewing Company is a 1929 graduate of Notre Dame. He is as much at home 
on the gridiron as he is under his own roof surrounded by his eight chil- 
dren—as proficient in piloting his plane as he is in plotting the course of 
a vast brewing operation which has just completed a $25 million expansion 
program and has embarked on another amounting to $20 million. 


Under the tutelage of Knute Rockne, young Fred came to his gridiron 
peak earning All-American honors in 1928 as a tackle, and achieving the 
ultimate Notre Dame football plaudit by being named captain of the 1928 
team. 


During his Notre Dame years, he coupled his athletic prowess with aca- 
demic proficiency and established the highest scholastic average of any 
monogram winner—a triumph which earned him a trophy. His professors 
may forget his football achievements, but they will long remember him 
as an athlete who graduated “cum laude”. 


Upon graduation from Notre Dame, the football star entered business 
in Milwaukee with his father, Carl A. Miller, who operated a large lumber 
yard and conducted a real estate and mortgage business. It was not until 
a _ Mr. Miller joined the brewery which he eventually was destined 
to head. j 


His first position came when he replaced his mother, Mrs. Clara Miller 
(the daughter of the original Frederic Miller who founded the brewery 
in 1855), as vice president and member of the board of directors. He be- 
came president in May, 1947. 


In addition to his presidency of the Miller Brewing Company, he has 
retained his interest in the lumber firm and still heads that company, a 
five million dollar corporation. He is also active in the management of the 
ery oe ag Company, an investment firm, and the Carl Miller Corporation 
of Florida. 


Possibly these operations—which spell out a crowded schedule for Mr. 
Miller—have increased his passion for quick travel. He personally pilots 
his own Grumann Widgeon plane daily from his Oconomowoc Lake home 
to Milwaukee. He makes numerous trips in the brewing company’s plane 
and has logged a fantastic number of hours as a passenger on regularly 
scheduled airlines. 


Yet, despite the tremendous work-load which he has assumed, Mr. Miller 
is active in club, civic and industry affairs. A director and secretary of the 
Milwaukee Athletic Club, he still plays handball regularly and held the 
state singles and doubles titles in that sport for many years. He is also a 
member of the Milwaukee Club, the Wisconsin Club, the Town Club, and 
a director of the Oconomowoc Lake Club. 
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i He serves the Milwaukee Association of Commerce as chairman of its 
sports committee and as a member of its ways and means committee. He 

i is a director of the Association of Commerce, the Greater Milwaukee 

? Committee for Community Development, the Milwaukee County Society 

| for Mental Health, the Milwaukee Boys Club, and the Exchange Club’s 

i emmy: aaa He was formerly chairman of the Milwaukee 
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In the spring of 1952 he was named a Knight of St. Gregory by Pope Pius 
XII in recognition of his work as special gifts chairman for the St. Aemili- 
an’s Orphanage fund raising campaign. 


Mr. Miller is president of the Milwaukee Brewers Association for his 
fourth term, is a director of the Wisconsin Brewers Association, and is a 
member of the executive committee and a director of the United States 
Brewers Foundation. He is now chairman of its public relations committee 
and serves as the U.S.B.F. representative on the board of directors of the 
Brewing Industries Research Institute. 


One of Notre Dame's most loyal alumni, Mr. Miller takes time from nis 
business schedule to serve his alma mater as assistant line coach during 
the football season under his old friend and teammate, Frank Leahy. He 
seldom misses a Saturday with the Fighting Irish. 


His continuing interest in sports has led him to purchase the maximum 
block of stock allowable in the Green Bay Packers professional football 
team, so he has a pro-ball allegiance to supplement his unswerving devo- 
tion to the Irish gridders. 


He was also largely responsible for bringing the Milwaukee Hawks 
major league professional basketball team to his city. 


Mr. Miller’s intense interest im major league sports for his community 
was evident in the switch of the Boston Braves to Milwaukee. Louis Perini, 
president of the Braves, said, “It was Miller who brought matters to a 
head and really sold me on the idea of making a switch to Milwaukee. I 
indeed am happy to have Fred as an associate.” 


Under his leadership, the Miller Brewing Company has sponsored broad- 
casts of the best in sports. Teams sponsored include: the Green Bay 
Packers, New York Giants, and Philadelphia Eagles in major league foot- 
ball; the Milwaukee Hawks in major league basketball; the former 
Milwaukee Brewers in American Association baseball; and Marquette 
University in college football and basketball. The brewery recently 
donated a $75,000 scoreboard to the new Milwaukee County Stadium. 


With eight children—six girls and two boys—Mr. Miller’s home life is as 
complete as is his business career. His wife, the former Adele Kanaley of 
Winnetka, Illinois, spends part of the winter in Phoenix, Arizona with the 
younger children, but the rest of the year the family is together in their 
Oconomowoc Lake home. Even in the colder months with part of the 
family in Arizona, Mr. Miller keeps in close touch by flying out for week- 
end reunions. 
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“Combines the factual 
reporting of a newspaper with 
the thoughtful analysis of a 
business magazine” 


Says FREDERICK C. MILLER 


President 


MILLER BREWING COMPANY 


‘Advertising Age combines the factual 
reporting of a newspaper with the thoughtful 
analysis of a business magazine. It blends 
up-to-the-minute news stories with carefully- 
researched feature articles. These rare and 
valuable qualities make Advertising Age ‘must’ 
reading in our advertising department and keep 


me aware of trends in current advertising.” 


— 


200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 
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Rates: $1.00 per line, minimum charge 
lines (maximum—two) 30 betters and 


THE ADVERTISING MARKET PLACE 


$4.00. Cash with order. Figure all cap _ 
spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 


preceding publication date. Display classified takes card rate of $13.50 per 


column inch. Regular card discounts, 


HELP WANTED 


size and frequency, apply on display. 


HELP WANTED 


COPYWRITER 
Young copywriter, preferably with agen- 
cy experience wanted by medium size 
agency located in central Ohio. A real 
opportunity for a young writer on his) 
way up. Good starting salary. Outline ex-| 
perience in letter. 
Box 6082, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT | 
ANdover %3-4424 

BANKERS BLDG. CHICAGO, 11, ILL. | 


EXPERIENCED MARKET RESEARCH 
MAN for job involving creation of new | 
techniques and solution of new prob-| 
lems. Must be experienced in complete 
supervision of major projects from survey | 
design to final report. Salary open. New | 
England location. 
Box 6083, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 


NEWSPAPER AD SALES 
Established Classified Advertising terri- 
tory in Lancaster County, Penna. Diversi- 
fied, stable, expanding market. Oppor- 
tunity commensurate with ability for 
young married man interested in locating 
permanently. Advertising knowledge, 
originality in copywriting, and sales abil- 
ity are essential. Car necessary. Salary, 
incentive plan, and Employees Benefits 
available. Write stating age, work record, 
education, references, and salary desired. | 
All replies confidential. Mr. Slabach, 8 W. | 
King St., Lancaster, Penna. | 


BARNARD | 
A service for employers and applicants | 
in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 | 
176 W. Adams Street Chicago 3, Il. | 


“Our 43rd Year” 


ACCT. EXEC, 27-40. 4 yrs. supervi- 
sory sales exp. nec., creative ability 
with hard-sell exp. 
AGY. COPYWRITER. Consumer and 
Industr. exp. with genl. knowl. of 
Agy. oper. $7,500 
GLADER CORPORATION 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


COPY-CONTACT MAN 
WHO CAN CARRY THE BALL 


The man we're looking for has a 
background of solid industrial ex- 

rience. He can dig up his own 
acts in the field, contact clients 
and keep them happy, write good, 
factual copy, and lots of it. He’ll 
be given his own accounts as soon 
as he hangs up his hat. 


If Fiery want more responsibility 
and a real chance to grow (we 
mean it), this may be the job 
you've been looking for. We're a 
solid Mid-western 4A agency with 
national accounts. Tell us every- 


'a minimum of five years agency experi- 


| in its city would like to hear from you. 
| Our staff knows of this ad. 


TEXAS .. . senior account executive to. 
match a job with a present and a future. 
If you are successful, about 35, strong on 
copy and plans, can work with clients, 
if you have demonstrated sales sense as 
expressed in advertising ... if you have 


ence, this long-established, largest agency 


Box 6080, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Il. j 
FRED J. MASTERSON 

ADVERTISING - PUBLISHING 

All types of positions for men and women. 

185 N. Wabash Fr 2-0115 Chicago | 
CLIPPING SERVICE DIRECTOR 

Man or woman, thoroughly experienced | 

in details of managing a newspaper clip- 


| ping service, offered opportunity to man- 


age new service in New York. Give de- 


y 
Box 5983, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


WOMAN COPYWRITER 
WANTED 


Will assist ad manager with heavy direct 
mail, publicity and national ad program 
for manufacturer with several product 
lines. Handle al) details, checking in- 
voices, etc... . a lot of detail but plenty 
of room for creative thinking. Location 
Chicago. 
Box 733 ADVERTISING AGE 

200 E. Illinois St Chicago 11, Il. 


| 
tails of experience and salary. | 
| 


POSITIONS WANTED 


Young man with large, well-known ad- 
vertiser seeks challenge in new cause. 


Seeks to combine talents and know-how | 
into force for some company’s greater. 


sales-profit. Successful 
ment, advertising background 
goods, gained from leader. Good speaker, 


writer. Broad interests. BS in Bus. Adm. 


Can relocate. 
Box 6081, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


MISCELLANEOUS 


SILK SCREEN SERVICE 
All Types silk screen posters and displays 
combinations of screened Day Glo and 
Lithography - Long runs fast delivery 
EXCELLO SPECIALTY CO. 
4103 E. 100th St. Cleveland 5, Ohio 


brand manage- | 
in soft) 


Suite 1009 
7 W. Madison + Financial 6-2100 + Chicage 2, 


ADVERTISING PERSONNEL 


Employer-Employee 
Investigate . 
our active confidential service. 


B. CLEM 
DRAKE PERSONNEL 


RADIO-TV TIME BUYER 


Leading Chicago agency with im- 
portant radio and television billings 
has opening for qualified time buyer. 
Should have experience in spot buy- 
ing and station clearance of network 
time. 
Box 734 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


ADVERTISING DIRECTOR 


Large Eastern metropolitan 
newspaper seeks Advertising Di- 
rector to supervise and run en- 
tire Department. 

This man must be well qualified 
with top experience. Our staff 
knows about this ad. All corre- 
spondence will be held in strict- 
est confidence. 

Box 730 ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


STOCK FILMS. Footage on Chickens for 
tv commercials and sales films. 
KEITH-MILLER FILMS 
122i Farnam Omaha 2, Nebr. 
CANADA’S BEST MAILING LIST _ 
200,000 live names on Elliott stencils 
Call your list broker - TO-DAY 


WHY DO THEY ALL CLIMB 


PIKE'S PEAK 


WHEN THERE ARE 29 HIGHER PEAKS 
IN THE STATE OF COLORADO ? 


@ A THREE-CENT STAMP WILL GET YOU THE 
ANSWER, AND GIVE YOU SOME FACTS ABOUT A 
YOUNG MAN OF GREAT EXPECTATIONS IN THE 
WORLD OF ADVERTISING AND SALES PROMOTION. 
TOP MANAGEMENT POTENTIAL, NOW IN $15,000 
RANGE. REPLY TO ADVERTISING AGE BOX 728 
801 SECOND AVE. NEW YORK 17, N. Y. 


or Tobe’s - Niagara on the Lake, Canada | 


| 
| 
! 


P. 0. P, SALESMAN 
FOR GREATER NEW YORK 


Creative sales representative to mar- 
ket revolutionary new AD-STIK, 
the miracle plastic decal, now being 
used by nation’s largest advertisers. 
Man selected must have extensive 
and successful sales background in 
P. O. P. field, with established con- 
tacts among important national ad- 
vertisers and top advertising agen- 
cies and og | a minimum of non- 
competitive allied lines. Commission 
basis. Write complete sales back- 
ground, education and rsonal sta- 
tistics. AD-STIK COMPANY, 5850 
Centre Avenue, Pittsburgh 6, Penna. 


thing in your first letter. 
Box 732 ADVERTISING AGE 
200 E. Illinois St., Chicago 1, Jll. 


ADMINISTRATIVE ASSISTANT 


Association Representing a Basic Food Industry 
seeks an Administrative Assistant 
with background in advertising and public relations 
to work with a committee of executives of member com- 
panies and an advertising agency and public relations firm 
in launching, administering and implementing an adver- 
tising and public relations program. Headquarters in New 
York. Salary $10,000 to $15,000 according to background. 
Replies to be held in strict confidence. Write Box No. 731, 


ADVERTISING AGE, 801 Second Ave., New York 17, N. Y. 


] 


it's a real deal. 


%* AllGenerals «x x 
* and No Army? 


If you are short on copywriters, salesmen, produc- 
tion men, etc., a quickie ad in Advertising Age's 
“Advertising Market Place” will bring you prompt 
applications from plenty of experienced personnel. 
At $1.00 a line for more than 26,000 circulation, 


DRAMATIC BUT ETHICAL—American Lead 
in accordance with company president's directive, is “dramatic and attention 
getting’ while remaining ‘‘within the bounds of ethics.” 
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the whole profit on a JJ premium pencil 
> SRN 
super velve 


Pencil Co.'s advertising in business papers, 


Business Paper Success Story... 


| HosokEN, N. J., Dec. 23—Amer- 


j}ican Lead Pencil Co. has been a 
/national advertiser for 50 years 
and for the last three decades it 
has also been a staunch believer 
|in specialized advertising in busi- 
ness papers. 

As L. A. Hehner, the company’s 
advertising and sales promotion 
manager, says, “All advertising 
isn’t glamor. For over three dec- 
ades, American Lead Pencil] Co. 
has appeared regularly in special- 
ized publications reaching artists, 
architects, engineers, students— 
telling them about Venus drawing 
and coloring pencils. This is bread- 
and-butter advertising. The indi- 
vidual slices don’t compare to a 
four-color national ad. But put 
them together, and they make up a 
loaf of profits.” 

The company hit big time in 
1903. Since then its products have 
been advertised in several maga- 
zines, notably, Life, The Saturday 
Evening Post and Time. But the 
bulk of its advertising has been 
concentrated in business publica- 
tions. 


ws American’s advertising budget 
for 1954 will top $250,000. Current 
plans call for a schedule featuring 
‘the company’s Velvet pencils, the 
backbone of a line that includes 
/more than 3,000 different types of 
pencils. In addition, a large vol- 
ume of point of purchase material 
will be used. 

The company distributes na- 
tionally, principally through retail 
stationers. But it also distributes 
in bulk to industrial companies 
and institutions. These sales usu- 
ally are of special pencils for spe- 
cific purposes, such as waterproof 
pencils for marking shipping tags, 
butchers’ pencils, carpenters’ pen- 
| cils for marking cellophane, china- 
ware, glass, plastics. etc. 

According to Don Wharton, who 
did a feature article on pencils in 


“Bread-and-Butter’ 
Pays Off for American Lead Pencil 


Advertising 


the Dec. 5 issue of The Saturday 
Evening Post, Americans consume 
a billion and a half pencils a year, 
almost a pencil a month for every 
man, woman and child. 


es Mr. Wharton discovered that 
more than 1,000,000 pencils are 
used up annually by the New York 
Stock Exchange and that the New 
York state government buys over 
3,000,000 pencils a year. But he 
couldn’t get any over-all figure for 
the federal government. However, 
he learned that the Quartermaster 
Corps last summer placed orders 
for 189,000 gross, which comes to 
27,156,000 pencils. 


The pencil market is pretty sub- 
stantial. Mr. Wharton indicates 
that the wood pencil is a tool that 
can’t be put out of business. “It 
has never been seriously threaten- 
ed by the invention of fountain 
pens, mechanical pencils, ball- 
point pens or typewriters,” he 
says. 

American Lead Pencil Co., in 
addition to advertising and sales 
promotion, does a number of other 
things to help stationers earn big- 
ger profits on pencil business. 

Carl W. Priesing, v.p. in charge 


of sales, told AA that the company 
| helps stationers sell both premium 
' quality pencils and lower priced 
|lines, including unbranded and 
| imprint business, which both the 
| manufacturer and retailer need for 
| volume sales. 


|@ “Protection for the stationer 
/against the ruinous and self-de- 
feating practice of price-cutting,” 
| he said, “is assured on the prem- 
/ium quality lines, such as the Su- 
| per Velvet and Executive group 
pencils, through a_ two-pronged 
program of fair trade and exclu- 
sive stationer distribution. 

“Volume on the Super Velvet 
quality pencil for business and in- 
dustry continues to increase,” Mr. 
Priesing said. “It offers purchasing 
agents the advantages of better 
| business records, increased office 
efficiency, and lower costs through 
extra writing mileage. For the sta- 
tioner, it has a particularly at- 
tractive price structure. While 
costing only a few cents more per 
dozen, resale prices enable the 
stationer to increase his profits as 
much as 40%—profits that are 
guaranteed to him through both 
fair trade and selected distribu- 
tion.” 

Founded in 1865, American Lead 
Pencil Co. is one of the largest 
pencil manufacturers in the world. 
Through its subsidiaries, Venus 
Pencil Co. in Toronto and in Lon- 
don, England, Venus Pencil Co. 
_ de Mexico, and its Paris sales of- 
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fice and factory, American Pencil’s | 
products have world-wide distri- 
bution. 


# In addition to pencils, the com- | 
pany makes fountain pens and) 
ball-point pens. These are dis-| 
tributed nationally through chain 
and variety stores for the most 
part. Manufacturing is largely 
concentrated in the Essex Co. di- 
vision in Charlottesville, Va. 

A new pencil manufacturing 
plant is nearing completion at 
Lewisburg, Tenn. It will produce 
all kinds of wood-cased pencils, 
erasers, pen holders and school 
boxes, as well as fountain pens, | 
ball-point pens, mechanical pen- |, 
cils, refills and new _ products. | 
Completion of the new plant is | 
scheduled for early in ’54. 

Richard Lewisohn Jr., who be-. 
came president in 1951, is the 
fourth generation of his family to 
head American Pencil. He worked 
his way up through the company, 
and is intimately familiar with the 
manufacturing end of the business. 

Mr. Lewisohn is a firm believer 
in advertising. When he became 
president of the company he de- 
clared, ‘“‘Advertising is necessary 
to create acceptance and demand 
for higher priced pencils. Such ad- 
vertising can be within the bounds 
of ethics and remain dramatic and 
attention getting.” 


a The company’s current business 
paper advertising reflects this 
point of view. It is prepared and 
serviced by Doyle Dane Bernbach 
Inc., New York. 

Major themes stressed in the ad- 
vértising copy are: “Stop chopping 
profits down to nothing. Feature 
a better pencil at a better price. 
Push the pencil whose distribution 
is limited. Promote the pencil that 
is fair traded.” 

Another effective theme features 
homogenized lead: “Just as milk 
is homogenized to produce an even 
distribution of creams through- 
out,” these ads say, “so Venus Vel- 
vet lead is homogenized to produce 
a smooth, even mixture of clay 
and graphite.” 

TheVenus Super-Velvet with ho- 
mogenized lead is also advertised 
as “the 39,000-word pencil,” be- 
cause it has written 39,000 words 
“in actual tests without a scratch 
to interrupt its velvety flow of 
line, without a break or snap to eat 
up its length....” 


ws The business publications used 
are selected with particular care, 
Fred Dossenbach, agency account 
executive, told AA, in order to 
reach special market customers. 
The list is divided into three cate- 
gories: 

School and art publications— 
School Arts, School Shop, Indus- 
trial Arts and American Artist. 

Technical publications—Archi- 
tectural Record, Civil Engineering, 
Engineering News-Record, Indus- 
trial Equipment News, Mechanical 
Engineering, Progressive Architec- 
ture and Purchasing. 

Business publications—Geyer's 
Topics, International Blue Printer, 
Modern Retailing, National Sta- 
tioner, Office Appliances, Office 
Management, Pacific Stationer and 
Southern Stationer. In addition, 
Chain Store Age and Variety Store 
Merchandiser are used for pen ad- 
vertising. 


/moved to New York manager in 


Moore Heads Seattle Adclub 


William Moore, circulation man-| 
ager for the Seattle Shopping! 
News has been elected president 
of the Seattle Junior Adclub. Oth- 
er officers elected are Norris Hunt, 
B. F. Shearer Co., Ist v.p.; West 
Peterson, Edmonds Tribune Re- 
view, 2nd v.p.; Shirley Caldwell, 
Seattle Times, secretary; Ruth 
Truscott, Pacific Telephone & Tel- 


egraph Co., assistant secretary, and | 


.|Stauffer, Colwell & Bayles is the 


‘Time’ Shifts Six on 
Ad Staff: Downward 
to Assist McLatchie _ 


New York, Dec. 23—Following 
the promotion of John McLatchie 
to director of advertising for Time, 
six staffers got new assigninents— 


this week. 


James G. Downward, 48, New 
York ad manager for Time, was | 
adyanced to assistant advertising | 
director. He. joined the magazine | 
in 1934, worked in the Philadel-| 
phia office for several years and 
was named Philadelphia manager 
in 1945 when he returned from 
service with OWI. In 1949 he was 
named Chicago manager, and 


1951. 

Garry Valk, 33, former assistant 
to Time’s advertising director, has 
been named eastern advertising 
manager. He joined Time Inc.’s 
mail room in 1946, moved into the 
magazine’s merchandising pro- 
gram, and in 1948 became a Time 
salesman in New York. Before his 
appointment as assistant to Time’s 
ad director early this year, he 
spent five years on the Cleveland 
sales force. 


@ Joshua Derry, formerly Time’s 
Chicago manager, was named 
western advertising manager. Mr. 
Derry, 43, joined Time in Chicago 
in 1943, previously having worked 
for Fenner & Beane in New Or- 
leans, Barco Mfg. Co., and Western 
Corp. After Marine Corps service, 
he returned to Time’s Chicago of- 
fice and has been manager since 
1951. 

Robert Brinker, Boston manager 
for Time, was named New York 
advertising manager. Mr. Brinker, 
37, worked for Inland Steel and 
Nation’s Business before joining 
Time’s Chicago sales staff in 1948. 
He was named New England man- 
ager in 1951. 

William Swartz, 35, formerly a 
salesman on the Boston staff, has 
been named Boston manager. He 
joined Time in Boston in 1952. 

Royal Peterson, 31, former Chi- 
cago salesman, has been named 
Chicago manager for Time. Mr. 
Peterson joined Time in 1948 as a 
merchandising representative in 
New York. 


FTC Asks Rehearing 
on Pillsbury Merger 


WASHINGTON, Dec. 24—The Fed- 
eral Trade Commission today or- 
dered further hearings to deter- 
mine whether the merger of Pills- 
bury with Duff and Ballard & Bal- 
lard tended to create a monopoly 
in violation of the anti-merger 
provisions of the Federal Trade 
Commission Act. 

The commissioner reversed 
Hearing Examiner Everett Hay- 
craft, who had ruled last May that 
the merger did not appear to in- 
volve a danger of monopoly. FTC 
said sufficient evidence of monop- 
oly existed to require that Pills- 
bury be required to defend its ac- 
tions. 


Carter Buys Radio Show 
Carter Products, New York, will 
resume sponsorship of “City Hos- 
pital” over CBS Radio starting 
Jan. 9 at 1 p.m., EST. Sullivan, 


agency. Carter sponsored the 30- 
minute drama over this network | 
from October, 1951, through Sep- 
tember, 1953. 


Trevethan to Gray & Rogers 
Howard M. Trevethan, formerly 
an account executive with Reuben 
H. Donnelley Corp., Philadelphia, 
has joined the contract department 
of Gray & Rogers, Philadelphia. 


Barbara Doremus, Seattle Times, | 


treasurer. 


Blitz Advertising Moves 

Blitz Advertising has moved its 
Portland, Ore., office to larger 
quarters at 937 S. W. Jackson St. 


Rubin to Huber Hoge 

| Dan Rubin, formerly on the pro- 
motion and merchandising staff of 
Fedway Stores, has joined Huber 
Hoge & Sons, New York, as an ac- 
count executive. 


NEW STYLE—Collier’s ond The Saturday Evening Post have both contributed spreads 


for the Advertising Council’s “magazine 


vertisers to inject Ad Council messages in their regular consumer advertising. This 

Collier's spread, scheduled to run in the Jan. 8 issue, reproduces a General 

Foods Birds Eye ad which includes a plug for nurse recruitment along with the 
product sales message—‘‘the new style in ads.” 


the new style in ade? 


Plate cpeted cronquiries thy the dase 


@ 


cooperation” campaign calling for ad- 


FTC Examiner Rules Sylvania Electric Sold 
Radio Tubes to Philco at Illegal Prices 


WASHINGTON, Dec. 23—A Feder- 
al Trade Commission hearing ex- 
aminer ruled today that Sylvania 
Electric Products, Boston, has been 
selling radio tubes to Philco at 
illegally favorable prices. 

In recommending that the com- 
mission issue a cease-and-desist 
order against pricing practices of 
Sylvania, Hearing Examiner Web- 
ster Ballanger said the use of hyp- 
othetical weighted averages by 
Sylvania to determine its sales 
costs is not an adequate justifica- 
tion for the favorable prices which 
were given to Philco. 


recommended that the commission 
drop the complaint which it has 
issued charging that Philco know- 
ingly solicited illegal prices. He 
said the commission staff had 
failed to prove the charges against 
Philco. 


@ His rejection of Sylvania’s de- 
fense was of unusual importance 
because Sylvania’s case had been 
based on cost justifications which 
were prepared in consultation with 
Prof. H. F. Taggart, assistant dean 
of the school of business adminis- 
tration of the University of Michi- 
gan. Prof. Taggart was recently 
designated by FTC Chairman Ed- 
ward F. Howrey to serve as chair- 


: _ity as Sylvania tubes which were 
At the same time, Mr. Ballanger 


man of a special committee on cost 
justification. This committee is! 


supposed to prepare “costing stan- 
dards” which will enable business 
men to determine whether their 
discount schedules comply with 
price discrimination provisions of 
the Robinson-Patman Act. 

The Sylvania-Philco cases were 
based on the price differential 
which Sylvania granted for radio 
tubes which were sold to Philco 
for resale to consumers for re- 
placement purposes. 


@ These tubes, with a _ Philco 
trademark, were of the same qual- 


sold to radio repair people who sell 
in competition with Philco service- 
men. Sylvania claimed approxi- 
mately 20% was saved by selling 
private brand tubes to Philco. It 
relied on data prepared by Walter 
R. Seibert, comptroller of the firm 
since 1936 and currently its treas- 
urer. The Seibert data had been 
submitted to Prof. Taggert for re- 
view before his appointment to 
Chairman Howrey’s cost justifi- 
cation committee. 

Mr. Ballanger said Sylvania is 
required to show actual savings on 
each type of tube, instead of a 
weighted average for all types. He 
concluded that the savings from 
the sale of private brands probably | 
were not in excess of 13¢. His 
findings are subject to review by 
the full commission. 


FTC Okays Goodrich 
Rubber and Canvas 
Footwear Discounts 


WASHINGTON, Dec. 22—A Fed-. 
eral Trade Commission hearing 
examiner ruled today that B. F. 
Goodrich Co., has justified the, 
discounts which it offers large 
buyers of its rubber and canvas 
footwear. ; 

The examiner, Webster Ballin- 
ger, said the company and the at- | 
torneys who have been attacking 
Goodrich’s discounts on behalf of | 
the commission have agreed that | 
virtually all the quantity dis-| 
counts offered by Goodrich can be 
justified on the basis of cost. 

Since the single discount brack- 
et which remains in dispute ac- 
counts for less than half of one 
per cent of the firm's total sales, 
no public interest would be served 
by continuing the case, Mr. Bol- 
|linger said. ‘ 


| ings. 


J 
{ 


|s His decision becomes final in 30 
days unless it is appealed by the 
commission staff. 

| FTC’s complaint said a quantity 
discount schedule with discounts 
of 18% for large buyers discrim- 
inated in favor of chains and oth- 
er big retail organizations. On fur- 
ther examination of the firm’s 
books, Mr. Ballinger said, the com- 


mission staff concluded that the 
discounts complied with provi- 
sions of the Robinson-Patman Act 
which hold that discounts can be 
justified if they reflect actual sav- 


One of the unusual features of 
the complaint was that FTC ar- 
gued that the discounts gave par- 
ticular benefit to mail-order hous- 
es and chains that handled the un- 
advertised “Shawmut” brand. 


Simmons Heads Dairy Unit 
Willard L. Simmons, formerly 
executive v.p. of Consolidated 
Dairy Products Co., subsidiary of 
National Dairy Products Corp., 
New York, has been elected presi- 
dent of the unit. He succeeds Sam- 
uel W. Vlaster, who continues as 


president of Breakstone Bros., an- 
other National subsidiary. Mr.) 
Simmons joined Breyer Ice Cream | 
Co. in 1924 and became general | 
sales manager in 1930. He joined 
Consolidated in 1945. He is past) 
president of the Assn. of Ice) 
|Cream Manufacturers. 


McReynolds Heads Jeffrey PR 

L. H. McReynolds, manager of 
the mining advertising section of 
Jeffrey Mfg. Co., Columbus, O., 
_producer of mining and material 
| handling equipment, has been pro- 


Samish Released 


on $10,000 Bond 
Pending Appeal 


(Continued from Page 1) 

$70,000 to a San Francisco builder. 

Mr. Faulkner filed a full finan- 
cial statement with the court of ap- 
peals listing total assets of the 
lobbyist at $1,642,743, total liabil- 
ities of $1,321,047 with net assets 
of $321,696 left. 


# In his notice of appeal, Mr. 
Faulkner charged that Judge Oli- 
ver D. Hamlin, who presided at 
the trial, erred in permitting in- 
troduction of extensive testimony 
about Mr. Samish’s gambling ac- 
tivities, testimony that was strick- 
en from the record after the jury 
heard it. He charged other legal 
errors on the part of both the pros- 
ecution and Judge Hamlin. 


® Meanwhile, James J. Rieden, a 
member of the Samish public re- 
lations counseling firm, denied re- 
ports that the organization is on 
the verge of losing several ac- 
counts. 

“Samish & Associates will con- 
tinue to operate on exactly the 
same procedure the firm has suc- 
cessfully followed for many, many 
years,” he declared. “We have lost 
no clients, do not expect to lose any 
clients, have no interest in clients 
other than those we now have and 
will continue to the best of our 
ability to serve our clients in the 
future as we have in the past.” 

Mr. Rieden is the Samish firm 
account executive on the Schen- 
ley wine division and also assists 
Mr. Samish in other work of the 
organization. 

Mr. Rieden said Philip Morris, 

Schenley Distillers and the Cali- 
fornia Brewers Institute “are the 
clients we have had for ten years 
or more and we expect to have 
them just as long as we can con- 
tinue to produce and be of serv- 
ice to them.” 
s He decried what he termed “the 
crossfire of misinformation and 
lack of facts’ and asserted that 
Samish clicnts have not been “de- 
luded”’ by it. 

In efforts to counteract the 
“crossfire” Mr. Samish has dis- 
tributed a four-page rebuttal in 
which he expressed his confidence 
that the court of appeals will re- 
verse the verdict of the jury (AA, 
Dec. 21). 

A copy of the post-conviction re- 
buttal was sent to Ed Gibbs, pub- 
lisher of a New York liquor news- 
letter, with a note signed by Mr. 
Rieden. 


® Wrote Mr. Rieden, “You can doa 
Mr. Samish a tremendous favor jf 
you will see to it that your friends 
on ADVERTISING AGE receive ané& 
read the enclosed story of “The 
Samish Case.’ 

“We think this is most impor- 
tant in view of the statement from 
Ken Beirne, president of Biow 
Co., in the Dec. 14 issue on Page 4. 
Certainly, in the interests of fair 
play, they should give some atten- 
tion to testimony in the court rec- 
ord.” 

In addition to earlier stories in 
which testimony of witnesses was 
quoted at length, ADVERTISING AGE 
on Nov. 16 carried an extensive 
report on direct and cross-exam- 
ination questions and answers tak- 
en from the court record. 


Stanford to Buy ‘Citizen’ 
Alfred Stanford, publisher of 
Boats and former advertising di- 
rector of the New York Herald 
Tribune, with his wife, will pur- 


moted to manager of public rela-|chase the Citizen, Milford, Conn., 
tions. He succeeds W. B. Montague,|on Jan. 22, 1954. The newspaper 
who resigned to become managing | will be sold by Fairfield County 


director of the National Industrial 
Advertising Assn.’s 
Research Institute (AA, Dec. 


Publications Inc. George Roman... 


Advertising| New York newspaper broker, is 
21).'handling the transaction. 
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m@ =«Endof Excess Profits Tax Won't Trim 
Billings, California Admen Tell ‘AA’ 


(Continued from Page 3) 
Dieterich & Brown, and president 
of the San Francisco Advertising 
Club. 

Speaking “as president of the 
advertising club” and representing 
the thinking of most of its mem- 
bers, Mr. Hoefer told AA that he 
expects an over-all increase in ad- 
vertising expenditures during 1954. 

“This increase,” he declared, 
“may be spread among slightly 
fewer agencies, and the total num- 
ber of agencies may diminish im- 
perceptibly. But those agencies 
which turn out a good job for 
their clients can expect excellent 
business in 1954.” 

Speaking on behalf of his own 
agency, Mr. Hoefer declared, ‘‘Most 
all of the West Coast agency cli- 
ents advertise en the basis of busi- 
ness requirements, not because of 
any tax situation. And, EPT not- 
withstanding, they will continue 
to do so. 

“In the case of our own agency,” 
he continued, “we have but one 
isolated instance, accounting for 
only 8% of our total billing, where 
the client may possibly retrench a 
little bit because of the expiration 
of EPT. 

“IT suspect, however, that this 
client will recognize the competi- 
tive need to advertise extensively 
during the coming year, just as 
wiil anyone else who may possibly 
have been using excess profits tax 
money for advertising.” 


@ Ford Sibley, v.p. and manager 
of Foote, Cone & Belding’s San 
Francisco office, was most em- 
phatic in telling AA, “I can see 
no effect at all on 1954 billings 
traceable to expiration of EPT. 
There’s been no fat in our busi- 


|spokesmen for agencies such as 
|'BBDO, Abbott Kimball Co., Mc- 
Cann-Erickson, J. Walter Thomp- 
son, N. W. Ayer and Young & Rub- 
‘icam varied and ranged from, 
'“Next year’s budgets look good, 
but of course are subject to revi- 
sion,” to predictiohs that “on a na- 
tional basis, expiration of EPT 
| will cause a drop of as much as 
(10% in total advertising expendi- 
tures.” 


mw Even the agencies expecting 
such a 10% drop added that adver- 
tising expenditures, barring a ma- 
jor catastrophe, will be higher in 
'1954 than in any previous year 
because of business expansion, in- 
troduction of new products and the 
search for new markets for old 
products. 
| Other 1954 ad business comment 
|gathered in AA’s survey included 
/such remarks as these: 
| William E. Goetz, Elliott, Goetz 
and Boone, San Francisco: “Adver- 
|tisers are geared to sales growth 
‘and not to taxes. However, death 
lof the EPT will spark additional 
| business growth and that will be 
|good for advertising. Our agency 
j|has had a substantial growth at 
‘the end of each year since we 
| started in 1948, and we expect to 
| continue that pattern through 1954. 


‘Clients are getting more aggres- 
‘sive in going out after sales and 
|/undoubtedly will spend more on 
| advertising as competition gets 
stronger.” 


|'@ Sidney Garfield, Sidney Gar- 
‘field & Associates, San Francisco: 
“I don’t know of a single agency 


client who has been spending ex-' poj], he said, you could argue two | 
(cess profits tax money for adver- | ways. 


| 
} 
i 
} 
| 
} 
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Frozen Vegetables Preferences Among Brand Buyers 
Study Made of 682 St. Louis Homes, September, 1953 
Brand Buying Rating 
Total % Brand Purchased % of Best Accept- Not Ac- 

Brand No. Buy Purchases Per Month Amount Buy able ceptable Points 
Snow Crop ....... 138 50.9 1,080.1 31.0 72 66 1 208 
Birds Eye ......... 126 46.5 1,023.6 29.4 71 55 1 195 
Bee. deere, fae ts 88 32.5 745.9 21.4 33 55 2 117 
BO a:b. MEE S ae va 44 16.2 344.1 9.9 14 30 21 16 
Scotch Maid ...... 7 2.6 ~ 45.0 1.3 2 5 1 7 
FR ae Pree 6 2.2 18.0 0.5 1 5 0 7 
Flavor Pac ....... 6 2.2 88.0 2.5 5 1 0 11 
... aaa 5 1.8 33.0 0.9 3 2 0 8 
Miscellaneous 12 4.4 109.0 3.1 8 4 1 18 
ae 3,486.7 100.0 


ness and FC&B’s clients have been | tising. Therefore, expiration of the | 


spending exactly what they had to !aw will have no effect on our | to standard brand preference study 
spend to do a good advertising job, agency. With stiffer competition | techniques), 


and not one cent more. 


“Actually, with respect to our) 


own office in San Francisco,” he 
said, “I fully anticipate that 1954 
billings will be somewhat better 
than this year’s. We're getting 
more and more into a buyer’s mar- 


ket and a lot more attention is go- | 


ing to be paid to hard selling. And 
that means more advertising, not 
less.” 


e Mrs. Lucrezia Kemper, Pacific 
Coast manager for Albert Frank- 
Guenther Law, believes that ex- 
piration of EPT will have a “def- 
initely favorable” effect on those 
agencies that handle financial ad- 
vertising, and a beneficial effect 
on the advertising industry in gen- 
eral. 

“More capital will be freed for 
business expansion and that will 
be like a shot in the arm for us,” 
Mrs. Kemper declared. 

The comment from West Coast 


| ahead, we think even more money 
will be spent on advertising next 
‘year than was expended this 
year.” 

Edwin P. Gerth, Gerth-Pacific 
Advertising Agency, San Francis- 
co: “Competition will be the key 
to next year’s advertising expendi- 
tures, not the expiration of a tax 
| program. Because of greater com- 
“petition, we expect our business 
|may be even better next year than 
it was this year.” 


Baker Presents TV Series 


General Baking Co., New York, 
will present the tv film series “‘Art 
Linkletter and The Kids” in 16 
major markets starting in mid- 
January. Batten, Barton, Durstine 
& Osborn has cleared time in Bos- 
ton, Buffalo, Indianapolis, Kansas 
| City, Louisville, New Haven, New 
Orleans, New York, Norfolk, Phil- 
adelphia, Providence, Richmond, 
Syracuse, Toledo, Washington and 
Steubenville, O. 


LONG TIMERS—True veterans of the agency business who gathered in Chicago for 
a special meeting marking the 50th business year for Marsteller, Gebhardt & Reed 


and its direct predecessor companies are 


(left to right) Otto Pearson, 79-year-old 


artist who has been with the agency for 50 years; E. A. Gebhordt, board chairman, 
who has been with the company for 47 years, and Maurice Blink, Los Angeles, first 
president of the agency, who retired in 1947, 


|ing to the current sports writers’ | 


| twice as good as Michigan—it got 


"How Well Do You Like It; How Much “ts. resins cin se Seen in « 


Do You Buy? New 


Mapison, Wis. Dec. 23—Which 
is the best test of brand preference | 
—to garner the most “firsts,” or 
to rank highest in a survey which 
awards points for varying degrees 
of preference? 

Economic Research Agency is 
convinced that the latter is the 
real way of checking consumer 
brand attitudes, and is basing a 
new “qualitative” system of testing 
on it. 

Furthermore, the Madison re-| 
search firm’s approach is “quan-| 
titative” as well; a major part of) 
its testing operation is devoted to| 
finding out the amount of a given} 
brand purchased by the consumer. | 
@ As H. R. Briggs, director of! 
ERA, told it to ADVERTISING AGE, | 
the whole thing started seven) 
years ago in an argument over) 
who had the best football team—| 
Michigan or Notre Dame. Accord-| 


| 


From one standpoint (analogous 


Notre Dame _ was 
about twice as many No. 1 votes as 
its Ann Arbor rival. 

However, on a _ point system, 
scoring ten points for the first) 
team, nine for the second choice, | 
etc., Notre Dame _ scored 2,041 
points against 2,026 for Michigan. 
As ERA saw it, this was the more 
accurate picture, since the two 
teams were generally considered 
almost equal. From then on ERA 
used this rating principle in its 
preference studies. 


® Another acceptance attribute! 
important to ERA’s operation is 
the negative attitude. Mr. Briggs 
gave the following as a case in 
point: 

During the war, a certain brew- 
ery kept up quantity production 
at the expense of quality. The re-. 
sult was a number of bar conver- 
sations like this: 

Customer: A_ glass of beer, 
please. 

Bartender: What will you have? 

Customer: Oh, anything but 
XYZ. 

To ERA, it seemed that this neg- 
ative approach was just as import- 
ant as positive demand, so it be- 
gan asking the public about brands 


| between the Jewel 


Buyer Study Asks 


it would have no part of. 


- 


s ERA got started in the field in 
1948 with substantially the same 
methods and rating system it is 


now using on a number of prod-. 


ucts in St. Louis and several other 
midwestern big cities. A good 
early (1948) example is shown in 
the accompanying table on coffee 


brand preferences in 595 homes in| 
“a midwestern city.” 
In:this table, “Best Buy” covers. 


those who usually get a particular 


brand and consider it superior to) 


any other. 


“Usual Buy” covers those who) 


customarily buy a specific brand 


but consider other products equal-_ 


ly acceptable. 


“Acceptable” includes the brands | 


listed as “equally acceptable” in 


comparison with specified brands; | 


it also covers brands bought by 


those who shop around among sev- | 


eral labels. 

“Not Acceptable” represents 
brands which will not be pur- 
chased. 

The “Point Rating’ was found 
by crediting each “Best Buy” pref- 
erence with 10 points; “Usual Buy” 
with 7 points; “Acceptable” with 
5 points, and “Not Acceptable” 
with a —10 points. 


® The significance of ERA’s rat- 
ing system is shown in a compari- 
son of the Chase & Sanborn and 
Manor House labels. In this case 
more housewives reported buying 


Chase & Sanborn than Manor} 


House. 


At the same time, most of them | 


found the C&S brand acceptable 
but not particularly good, while 
many others stated they would not 
buy it. Result: a wide point-rating 
spread between the two brands. 

A similar divergence was found 
and Kroger 
coffee brands. (ERA _ carefully 
points out, however. that all this 
is no reflection on brand prefer- 
ences at the present time.) 
the 


s Along with “qualitative” 


measurement furnished in its point | 


rating system, ERA also in all of 


'its current surveys gets “quantita- 


tive’ measurements by putting 
the following questions into its 
field work: “About how often do 
you buy these products?” and 


Best Usual Accept- Not Ac- Point 
Name of Coffee Buy Buy able ceptable Total Rating 
ER oe 66 126 162 22 376 2132 
Butternut ...... 16 64 116 25 221 939 
0 ee 7 32 65 37 141 249 
Maxwell ....... 2 6 65 15 87 232 
Eight O’Clock 6 23 32 21 82 171 
Chase & Sanborn’ 6 9 38 36 89 —47 
Manor House ... 2 14 35 10 61 193 
EY a eo 56is.4. 64 6 10 14 1 31 190 
I 2 17 6 4 29 129 
ND <4 5cu¢ ohne 0 5 18 25 48 —125 


Coffee Brand Preference—595 Homes 
In a Midwestern City, 1948 _ 


series of food surveys made last 
September in St. Louis. Items sur- 
veyed include frozen vegetables, 
frozen orange juice, beer (both 
canned and bottled), butter, mar- 
garine, instant coffee, canned milk 
and dry milk. 

The study, which covered 682 
families, was handled by inter- 
viewers of Schwerin Research Co., 
St. Louis, under instruction by an 
ERA representative. According to 
Mr. Briggs, the St. Louis exercise 
was part of a multi-city survey 
being conducted for ERA clients. 
A number of food products were 
|included to “bury” the identity 
|of the clients’ brands. 


e An example of the kind of data 
being obtained in ERA’s present 
home interview operation is shown 
in the accompanying table on 
frozen vegetable buying in St. 
Louis. 

The point rating here is found 
by scoring 2 points for a “best 
buy,” 1 point for an “acceptable” 
and a —2 points for a ‘“‘not-accep- 
table.” 

In addition, there is a listing 
|for amount purchased per month, 
‘and two percentage figures. “Per 
|cent brand purchases” is found by 
dividing the total number who buy 
by brand into the number who list 
each brand as being purchased. 
| “Per cent of amount” is the ratio 
of the amount of any one brand 
bought to the total buying volume 
tested—i.e., the “share of the mar- 
ket.” 


@ As can be seen, Snow Crop and 
Birds Eye were found to be pretty 
much neck and neck in the St. 
Louis market—both in share of 
market and _ preference rating. 
Libby’s three-year-old line of 
frozen vegetables was found al- 
ready in a commanding third 
place, though still not too strong 
as a first thought in the mind of 
the housewife. 

On the other hand, the 19¢ 
brand, while it showed up often 
as an “acceptable” alternative, 
was also found to have a lot of 
“not acceptables.”’ 

Generally, the frozen vegeta- 
bles test uncovered few market 
antipathies in the field of frozen 
vegetables, and this was true also 
of dry milk, butter and marga- 
rine. On the other hand, buyers of 
instant coffee, canned milk and 
beer seemed to have a ready set 
of negative brand attitudes. 


ws On the score of negative atti- 
|tudes, Mr. Briggs points out fur- 
ther that a particular brand which 
has a distinctive characteristic is 
likely to be listed as either a 
“best buy” or a “won't buy.” 

“This system is good at showing 
the ‘character’ of a product,” he 
declared. “If it’s strongly liked, it 
will probably also be strongly dis- 
liked.” 


Gardner Gets Export Post 


Nathan A. Gardner has been 
promoted to manager of air con- 
ditioning and refrigeration sales in 
the export department of Worth- 
ington Corp., Harrison, N.J. He 
‘has been with the company since 

1945, 
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This Week in Washington... 


By Stanley E. Cohen | 
Washington Editor | 


WASHINGTON, Dec. 24—The con- 
struction industry has looked over | 
its 1953 record and 1954 prospects 
and come up with some observa- 
tions which ought to go a long way 
toward spreading holiday cheer. 

Despite all the talk of recession, 
the industry found that invest-| 
ments in plant and equipment by | 
industry were at an alltime peak, | 
in excess of $28 billion. This level | 
of spending is expected to remain 
firm well into 1954. 

In addition, the industry dis-| 
covered that even with a tight 
mortgage market, it put 1,000,000 
new houses into place during 1953. 
Current expenditures for new 
housing are at a remarkable rate 
of $1 billion monthly, with no ap- 
parent decline in sight. 

A recent tabulation by the De-| 
partment of Commerce shows that | 
over $75 billion has been invested 
in homes since World War II, and 
that the percentage of home own- 
ership has reached 57% of the 
population, compared with a pre- 
war peak of 50%. 

Despite the recent buying spree 
the percentage of mortgage-free 
homes remains about the same as 
prewar, roughly half. Some home 
owners—about one in six—face 
payments which equal or exceed 
20% of their income. But another 
large group—about 40% of all 
those who have ree | 
comfortably situated, with pay- 
ments amounting to 10% or less | 
of income. 

The housing program announc ed, 
last week by the housing industry | 
and the federal government car- 
ries forward the idea that more | 
and more Americans should have} 
the opportunity to become home| 
owners. | 

The new housing plan hopes to} 
bring homes within reach of the | 
lower income groups by providing | 
low-price homes with mortgages’ 
running 40 years. While this may 
be risky from the economic point 
of view. sponsors of the idea feel 
it is preferable, socially, to a mass 
program of public housing. The 
industry program agrees, however. 
to some public housing for those 
who are reluctant to enter into the 
40-vear mortgage plan. 


Typesetting in English 
and over 600 
Languages and Dialects 


WORLD'S FOREMOST FOREIGN: 
LANGUAGE TYPOGRAPHIC SERVICE 


KING TYPO 


330 W. 42 ST..N.Y¥.36 


Construction Men See Happy Future 


The Navy and the Marine Corps | 


are a bit disenchanted with uni- 
fication as a result of the sad ex- 
| perience they had recently under a 
Defense Department directive au- 
thorizing the sale of alcoholic bev- 
erages on military installations. 
Traditionally the Navy and Ma- 


drink or by the bottle. When De- 
fense Department extended this 
| privilege to the Army and the Air 
Force, however, Drys—and liquor 
dealers—kicked up a tremendous 
fuss. 

For a short time, Assistant Sec- 
retary of Defense John Hannah 
stood his ground and argued that 
servicemen should be encouraged 
to do their drinking in a healthy 


environment. But the liquor deal- 
ers continued to cry that this was 
| unfair competition. 


In the end, retailers forced Mr. 
Hannah to back down. Except in a 
few selected instances, servicemen 
on post will buy alcohol by the 
drink only. Navy men and Marines 
have ended up worse off than 
when they started. 

The Air Force also is rebelling 
against unification—when it thinks 
it can get away with it. The Air 
Force has been having trouble re- 
cruiting the number of technicians 
it needs to keep up to full strength, 
so it is asking the Defense Deport- 
ment to give it freedom to handle 
its own recruiting, including ad- 
vertising. 

At the present time, Army and 
| Air Force advertising all go 
| through a single office and are 
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CHANGING STYLES—Chicago’s first Red 


1878, consisted of three pages (left), and approximately 50 
of the 263 original listings are in the current 75th anniversary 
edition (right). At center is a page from the 25th anniversary 
edition of 1903 in which display ads made their first appear- 
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Book, published in 


ance. This volume had 348 pages. 
edition, distributed this month, 
kind ever published, with 2,184 pages. 
Corp., publisher of the volume, reports that close to 50% of 
Chicagoans use the Red Book in an average week. 
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The diamond anniversary 
is the largest volume of its 
Reuben H. Donnelley 


' handled by a single advertising | 


agency (Dancer-Fitzgerald-Sam- 


|ple). If the Air Force proposal is | 


| approved, Army 
‘will have separate’ recruiting 
teams. These teams would work 
|}separately with the advertising 
agency, and might even have sepa- 
rate agencies. 


There are lots of people here 
who feel that the tv audience will 


and Air Force| 


be divided into two classes during | 


the next few years: 


crowd,” 
bulk of the audience. 


markable degree the commission 


felt compelled to approve the in-| 


dustry system because it could be 
introduced __ without 


currently have sets. 
The unusual thing about this de- 


tains no documented evidence in- 


pensive receivers can be built in 
the foreseeable future. On the con- 
trary, the decision is loaded with 
statements warning about the fact 
that the system requires unusually 
complex circuits and that the com- 
mission has acted chiefly because 
it feels confident that the industry 
will find ways of getting the costs 
down. 

Incidentally, the FCC announced 
Monday that color becomes offi- 
cial on Jan. 22. Stations and net- 
works can broadcast in color 
meanwhile, however, merely by 
notifying FCC of their intentions. 

co * © 

Rep. Katherine St. George (R., 
N.Y.) had some good news for 
business when she let it be known 
that she plans to start 
Jan. 7 on legislation to eliminate 
the stringent restrictions on parcel 
post parcel sizes which Congress 
passed two years ago. 

These restrictions were an effort 


to steer more business to Railway |. 


Express Agency, but turned out to 
be a burden to the public. More- 
over, they cut parcel vost revenues 
by about $55,000,000 and helped 
bring on the recent increase in 
parcel post rates. 

A number of business groups 


the color set| have applied for the onport-'nity | 
owners, who will be the “Cadillac! to express themselves when Rep. | 
and the b&w owners—the | St. George assembles her House | 


| post office and civil service sub- 
Careful reading of FCC’s final | committee. 


_color decision shows that to a re-| 


inconveni-. 
encing the 27,000,000 people who. 


If she checks around a bit. she 
will also discover that the Citizens 
Advisory Board..which has been 
studying the Post Office Denart- 
ment for the Senate nost office 


committee (the so-called Carlson | 


report aroup). also will come out 
for elimination of the recent var- 


cision is that it says very little| cel post size limits when its final 


about the quality of the pictures | 
produced by the system, and con-| 


revort is released in the near fu-| 


ture. 
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In Utah, Outdoor ‘Advertising Is As Local As Your Drug Store 


| "It reaches everybody in the market and it is understood by ALL people in 
saplieesaialicieiph sates. wien Sck'os It's the only major — 


SHORT COPY oes 


The most people in UTAH most often at the lowest cost. 


OUTDOORS 


KEN RECTOR, MANAGER 


REACHES 


A Hany H. Packer 
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UTAH DIVISION 


Foundation Business Rises 


dicating that reliable and inex-| Retail outlets across the coun- 


hearings | 


try did about $560,000,000 worth | 


of foundation garment business | f= 


during 1952, according to Corsets 
& Brassieres. Reporting on a sur- 


vey, the magazine says that 43% | 5: 
of the sales are accounted for by |b Ss LAN 


‘the 16 largest companies doing an | 
annual volume of $5,000,000 and) 
over. Factory _ sales in 1952 | 
amounted to $339,000,000, a 27.8% | 
increase over 1947, the last avail-| 
able figures. 


Rimat Tool to Harry Willis | 


Rimat Tool Co., Pasadena, Cal., 
manufacturer of precision measur- 
ing instruments, has appointed 
Harry G. Willis & Associates, 
Glendale, Cal., to handle its ad-' 


vertising. Trade puklications and 
direct mail will be used. 
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ADVERTISERS @ AGENCIES e CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy. Violation of 
Copyright 
INSURE THIS HAZARD! 

Our unique policy is adequate and amazingly 
inexpensive. Experience proves it's smart 
to be protected 


WRITE FOR 


DETAILS ANDO -RATES 
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. CORPORATION 


Insurance .€xchange — Kansas City Mo 
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demands the utmost skill and 


constant application of a wide vari- 


ety of techniques: here at WASHINGTON 
every job, big and small, gets the bene- 


fit of our unmatched skill. 


PHOTO ENGRAVING 
COMPANY 


118 S. Clinton Street 
Chicago 6, Illinoi- 
FRanklin 2-6343 


* eS Gee a en te ih et? ee. See. SR OO Fr ee oe 4 beta et Ree sie) & Ce on he eee cee’, et eg eT Pe ach! (OU Ba eS bbe eR St al ened NS eA ieee i ge wall gig Be Nie MAL VEO teeta Se eg Eee x Tega that Laie reer carr eee ha fe Pam eageeree Yaw pa 

ms, Nas Ta a nat Pog ie poe Pi ics Rete ares Bisons Ms nar a Pore en Nan, ee eden ett Te lee roe! ad oar ts * Rann Laie gp my Atos ae Fi reg liege Meat emr VEE fe al ome ee ae eos! bed fe ae . Etta ifs fie og bad oe S Sg Fee * aa OR a aes TA vn te eet 8c cary ot epee et bt ton ae pie ESA ee Beier 

ra Bhi a Cee os fg Rr abe hr ee ie aa ah ya Soae Bel Sache yy ee Sb ieee cna Se ae ae Me fe tetrNe Oe mera ON el tO Pee Seg Tae ane Tae Wie PR Pe rE eae Mag ncn, oh Og ge PR tite thee ey al Oe Pe neering Eras ooh 1 « Bye 5 yu ee ee ee 

yee, Pek) eee Any ee Sel ee da oe ee ee gt, Pre eae ae aoe ee Rl ek ce genase ee aoe sg ee: REN Cone To A UT Be PEs nie a ey ee OR a hy Oe cae BE eg eed Beas ede Nt Ae ame Oe, SE CES ea ay ee eae P = te 

See S Toa : 5 ae eS eee ° ae oes ee 20s nee Be i Sakeamenet ene or a ie cates ie eR aet 5 aS Saas be ere ek SPL POS eee a By E ES Feud ies Pes 

od eeG me mn ek eg? 2s lM a Ne ake Se, ile eaten eee. pear nance. ge ie : Hae, LE pay RU es Th Soe, SS itis eee = Pe eg cat tog rea s Liyeee het e sgn oe) gees tae Be aa, 
~ Silt ie . as ¥ , po ee | oo > ae f a si Me i rites eat Bree 

_ S —— Pe * , . \ : ae 

+ 
! . a Se ae oe ——— ‘ . - me eng 
ee Ty = Se oe . 
° =e om Ser ee ee oer 
= oe () ae Le . ated 
3° > ae ener we — 
: oo pes ELECTRICITY || ogeae 28 BS Soe SS nh : : 
ee ays, - FOR LIGHTING -— ee) | ee. oe |S bp ok 
eee eit. AND POWER sore) | Sees wren en oom 
echo Se . _ SS bebe! * ~—— 
ah regece i a i nasmaesry nr secede Ree) “Sa TT ae) | SS 
Hy ee “s Sor pe eat ee cece ee ae | seme 
Saas NETS Pa RS oe “Wheres ea. Sat 
: ORSAY EY. ee Sey ng ————__—_—__ re ee a cakes ete 
ee on ame cae aecrrem, ELECTRIC LIGHTING ae ceiray ee 
es ee * Seren zs eo poe ated =e Orcamert wees! @TN a — ' 
7 sae ae ne rg ee Seen | “See 
te Sits aes iho eodiiee ica Sa | Se 
~—_—— sae L-.—--S—S a er eee ae oy wargame Gnwe : 
— CHICAGO EDISON oe tee bdetenerbe —— > ee 
” fs Stu dee a . COMPANY = tone Rene . 2 a 
1 STAM ees , 
- ) Peer © on oa 
3 | a RUBR ORES ee 
- LEER Ts sre age ge eee 
; Stee en eeeeee 
S 3 aa Ses 
bike shox PS Ay 
$ aan Basse cheitt ecu"! 
| Ree fe a4 
aes Sh kle Se 
+ a een TRE MEE wee 
| | 
me Re 
ae . or ee 
Pm 
9 2 ENN Ste: MR 
ms ) meme tam mee wn" DF icieet » it a 
cnatees + pou sammamnee ae porehscnseoctined cate — = 

a ep) ee . pe 
ist fae 
r- = te 
PS, “i 
th . 7 

- a hee 
. paenet 

eon Aeee 
lk eae Ta ze io 
‘pine rata ee aE a 
-* gees 
0., pO mm 
an : ” } : Ae 
bo . : igor A 
ey or 
t s. E ae 
re i 
ae m 
ita i ries 
ghia 
vn aa ie ee 
ee $y SS sates 
on ee 
“ pe 
at . i : ‘ er #5 
a _ ee Ke 
: a ie a 
st a ae 
ey 
a ad “aD: de “apes ara © See 4 ait s ‘ ap ad 
- ee nage a Pe 
nh, on -— it ate os, Spee ». 4 ue ne ae 
wa " bas ' — : Seyi 
er — A : ve 5°] oe baa 
2 , J 3 , ine semen 

i oe ‘ { “aa cs 5 
uy , ; : 5 Al a oe a 
ist ees 4 4 aR SO nf aS 
7 oa 2 f we 
10 is ; ’ be i ‘acne 

| df ie a ‘ ET | : pie eee, 
. im Te, ae *, ¥ Barer tie 
ne am oe KE y Be gt : sia its 
oe ae nts Bae? Co 
r- a i . 4. i“ * SD 
: : e , 14 _ = ee 
Ve ; : y fe FN bs ea 
eee ne? — — ET Sia ¢ Tee 
nd ; at sa i ‘ j bee “ GE : ; eee 
s ba *% oP x * - ” / , ee ’ *- ¥ a ery 
ty ee 3 gh We wd - J hee 
St. ae eh ae 
ey mk, = 
zg. se rr ae 
‘ NN ; os 
of i. es 
Ia. _________________ YA S oe 
a | ag — 
rd r= : Bs ie . Ge 
4 ; . Ag 4 a ’ ee 
ng EOD Foreign Language Division vi ‘S34 de 
of en ene ‘Ya ips yy a ate 
ego a? SSS Aaa eae ‘ : ont 
| a “Ge 5 AD, pe. * ee ei ap riaele OES 
\ t ” Hy ij i f ; at 
en .- $. ‘¢ 2: fe x te e ne: & 
re “2 ee ny . . ; : 

’ a-t- $ yo oy - 

: | [ my gs a 
° =— oo [ oclllcestiineedtieenditendtiienetitiediieataaainetnatiadiameltetieed pt a) Daye 
a- ——_——— - rT Cs | LS ZN \ Sip 4 Ai pets 

x J fy te pas he 
a pe ds aycere 
et | A \ as = roa 
eT 
en oa ie ts ie 
a- We i a a se ee 
a é a am ee 
of : ee ee awe 
PA re Bieta 
: BSR * : : Me - evaeagatte 
et _ s ‘ eee 
ee Al od ae 
, ‘ * a 
ti- : a4 a. 
on | Ws | 
: Fe 4 . 
. Zz tag 
ch ‘ ya dee 
1S 2 hos eB ee 
a r ery’ La ee 
ee: x ‘ 4 ‘ e . ; acai tgs e 
ne It gives you the advantage val cost per 1, - ay 3 i a pee 
he ae ir t: : : € 4 

it _ circulation in major advertising media. Here your message is absolutely V; -_ 2, ~ a (ae DE 
: c P a ee 5 a ce oe Mee by _ an py , an = ig 
n- CSCC s io je 
: B he “e R 
in ; - | 
He : es ale 
WAP is | at, Wen! Apert Per, Gee eon PSR aie SAP SMe ie TS Da RM Se SRE hb PO TO jg IS ony Steer Ceot OME Di Ste EE RG OEY vee pile Me tebe Sige nae eee f Ge Led Go RSME oy oni APs Tea ee aes Side Seca ep em 

4 ule ais CS omee ‘ade gg te Seale bet ge. GT ROE Kha hee bane he Rey ae as S ora Sede Treen Gh, hala! gat Bia c riraa an hay or - Ee tas RE a OP tite RIE cy Prete: oe) ee b , Wt ogi Sas ‘ tie Ta ak We 4 te I 
| : aaah g ; ie ‘ Sh i a Tbe Rin ele Ys et : ye ai ee Toe ar ‘ $ re Oe at « +, eG ge” ¢ thet oe pe ’ . if or ee i ae = 5 J tial j 


62 


ookung foo. 


INDIVIDUAL 
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You'll be pleased and 
satisfied with the 
personal service and 
cooperation you will 
get at Pontiac. 
Whether you use one 
service or all six, you 
will receive the 
benefits of our 40 


years experience and 


the individual attention 

to quality and service 
that has been the 
cause of our 

continued growth. 


May we tell you more? 
Write or phone and 3% 
a sales representative 
will call at your Pa 


convenience. OX 
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UNIFIED 
SERVICES 


COLOR PROCESS 
ENGRAVINGS 
ART WORK 
PHOTOGRAPHY 


TYPOGRAPHY 
ELECTROTYPING 
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812 WEST VAN BUREN 
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Publishers to Cut 
Down Entertainment 
at NIAA Conference 


Detroit, Dec. 22—Publishers 
who have maintained open “hos- 
pitality” suites at conventions of 
National Industrial Advertisers 
Assn. have been asked to discon- 
tinue the practice, and the major- 
ity have already indicated that 
they will do so. 

Early this month, William C. 
Sproull, advertising manager of 
Burroughs Corp. and president of 
NIAA, sent a letter to all publish- 


ers who had operated such suites , 


at the Pittsburgh NIAA meeting. 
At this meeting, his letter said, 
there were more than 50 publish- 
ers’ entertainment suites in opera- 
tion. 

“In the opinion of most.. .this 
represented extravagant expendi- 
tures for entertainment that should 
be avoided in the future. It like- 
wise provided entertainment that 
in a few instances interfered to a 
marked degree with the conduct of 
the conference,” the letter said. 


= Reporting the favorable reac- 
tion of publishers to the request, ; 
Mr. Sproull told AA: “We hope 
you will point out that this action 
is intended to help both members 
and publishers alike, that it does§ 
not imply that open suite enter- 
taining got out of hand, that the 
move was instigated by NIAA, and 
that all publishers have been very 
cooperative in working out this 
plan.” 

The annual publishers’ party, 
which has been a feature of NIAA 
conventions for a number of years, 
will continue as heretofore. George 
Hays, president, Penton Publish- 
ing Co., will be in charge of the 
party to be held at the NIAA con- 
ference in Montreal in 1954. 


Continental, Pioneer Pool 


Routes; Six Is President 

Continental Air Lines Inc., Den- 
ver, and Pioneer Airlines Inc., 
Dallas, have approved an agree- 
ment to combine the routes of the 
two companies, serving six south- 
western and Rocky Mountain 
states and 5,176 route miles. The 
agreement is subject to approval 
of the stockholders of the com- 
panies and the Civil Aeronautics 
Board. 

Continental will buy the routes 
and certain assets of Pioneer for 
cash and 65,000 shares of Conti- 
nental stock, excluding certain Pi- 
oneer properties. Robert F. Six, 
Continental president, becomes 
president of the combined lines. 
Robert J. Smith and William F. 
Long, chairman of Pioneer’s board, 
become members of Continental’s 
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25¢ OFFER—Armour & Co., Chicago, will 
feature a 25¢ refund in its introductory 
campaign for “new” Chiffon flakes, “the 
only product guaranteed to brighten ny- 
lon.’ Full-page newspaper ads, plus radio 
and tv, will be used in approximately 60 
markets east of Chicago. John W. Shaw 
Advertising, Chicago, is the agency. 


Ernest B. Loveman, 
Philco Exec, Dies 


PHILADELPHIA, Dec. 23—Ernest 
B. Loveman, 58, a leading Philco 
Corp. executive and v.p. and gen- 
eral manager of WPTZ for many 
years, died here yesterday of a 
heart attack. 

Mr. Loveman took over the di- 
rection of the then Philco-owned 
tv station, WPTZ, in 1945 and con- 
tinued as its general manager un- 
til last June when the station was 
sold to Westinghouse Broadcast- 
ing Co. He stayed with Philco, 
with which he had been associated 
since 1928, as a member of the ex- 
ecutive staff. 

Born in Dalton, Ga., Mr. Love- 
man worked for a now defunct 
advertising agency, McClain-Sint- 
kins, after Army service in World 
War I. He then joined Tim- 
mons Radio Products Co., which 
merged with Philco in 1928. He 
was advertising manager for Phil- 
co from 1928 to 1942. 


SIDNEY ROSEN 

New York, Dec. 23—Sidney 
Rosen, 58, assistant general sales 
manager of Calvert Distillers Corp. 
in charge of the central division 
in Chicago, died of a heart attack 
here yesterday while attending a 
company meeting. 

After taking a law degree at the 
University of Manitoba, Mr. Rosen 
enlisted in the Canadian Army in 
World War I. After the war he 
practiced law in Winnipeg, and 


board. 


Gross Advertising Names 3 

Bruce Powers, formerly with) 
William H. Weintraub & Co., New 
York agency, has joined Charles) 
Anthony Gross Advertising Agen- | 
cy, Miami, Fla., as creative direc- 
tor. Thomas Prendergast, previous- 
ly with Warwick & Legler, New 
York, has been appointed director 
of radio and television, and Eu- 
gene Powers, formerly with Kud- 
_ Agency, joins Gross as copy 
chief. 


later went to Chicago and entered 
the wholesaJe liquor business. He 
joined Calvert in 1936 as a sales- 
man. 


CBS-TV Adds Four Aftiliates 


CBS Television has signed four 
more affiliates. They are WSVA- 
TV, Harrisonburg, Va.; KFYR-TV, 
Bismarck, N. D.; KISJ, Pocatello, 
Ida., and KGLO-TV, Mason City, 
Ia. All are on the air except 
KGLO-TV, which is due to begin 
operations next May. 
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for Getting TV Film | 
to Stations Late | 


| 

New York, Dec. 23—The Sta-| 
tion Representatives Assn. has 
called for drastic action to spur| 
agencies to get film shows and 
commercials to tv stations on time. | 

Slow deliveries, particularly of) 
spots, present a real problem for 


stations, according to T. F. Flan- 


|}agan, managing director of the 
| representatives group 


The situation is the subject of. 
the SRA’s current bulletin, which | 
quotes a wire from a representa- | 
tive, asserting: 

“Over a period of time agencies | 
have gotten into a very bad habit | 
of making last-minute deliveries | 
of all types of program material | 
from commercial announcements | 
to full half-hour shows. Tracking | 
down this material has been a con- 
stant source of annoyance to sta- 
tions, as well as time-consuming— 
not to mention the additional ex- 
pense involved. 


s “Although the shipment of pro- 
gram material is primarily the 
agency’s responsibility, they have 
passed this responsibility on in 
most cases to film producers who 
are actually the culprits.” 

This representative suggested 
that the problem be met by includ- 
ing the name of the agency time 
buyer involved on the salesman’s 
original order for the business, and 
following the procedure laid down 
for such cases in the Four A’s 
standard contract for spot televi- 
sion. 

This contract specifies that if the 
films are not received by the sta- 
tion 96 hours in advance of their 
scheduled broadcast, the station 
should notify the agency by collect 
wire. If this doesn’t produce the 
films within the next 24 hours, the 
station can then, under the Four 
A’s contract, produce a substitute 
telecast, for which the agency will 
be required to pay the usual time 
and facilities charges plus a rea- 
sonable charge for program pro- 
duction—the latter not to exceed 
the time charges. 

To produce a tv spot for a prod- 
uct—especially a new product on 
the station—with no copy on hand 
to indicate what the sell should 
consist of is easier talked about 
than done, but the representatives 
association believes that the threat 
of enforcement of this clause in 
the Four A’s agreement will be 
“sufficient to expedite shipment 
of program material.” 


‘53 Chain Store Building 


and Improvement Soars 

A total of $793,000,000, close to 
the all-time record of 1951, was 
spent during 1953 for building and 
equipping new chain stores and 
remodeling existing stores, accord- 
ing to a survey conducted by Chain 
Store Age, New York. Of this to- 
tal sum, $468,000,000 was spent by 
the chains directly, and $325,000- 
000 was spent in their behalf by 
property owners and developers. 

The survey, which covered 711 
chains operating a total of 24,499 
stores in all fields, revealed that 
the 1953 expenditures were 2.3% 
higher than the 1952 total. The 
chains’ own expenditures rose 1.5% 
in 1953, compared with 1952, and 
Tn landlords’ expenditures rose 


Ad Woman Judges Named 


The 1954 advertising woman of 
the year will be selected by the 


following judges: Marion Harper 
|Jr., president, McCann-Erickson, 
|New York; Wayne A. Johnston, 
| president, Illinois Central Railroad 
Co., Chicago, and Edward M. Pow- 
/er Jr., chairman, Edward M. Pow- 
|er Co., Pittsburgh. The announce- 
ment was made by Mabel S. Oben- 


f |chain, v.p. of the Advertising Fed- 


eration of America, and chairman 
,of the AFA council on women’s 
|advertising clubs, which sponsors 
|the award. The presentation will 


Advertising Age, December 28, 1953 


“NEN! The Only Product in Reps Chide Agencie 


of the new 


gs Hosler Adds Research Dept., 


Expands Other Divisions 
Hosler Advertising, Peoria, IIl., 

has created a research division, 

and at the same time enlarged 


other departments of the agency. 


A. R. Walter, production mana- 
ger, has been appointed manager 
research division. 
James R. Wagner has joined the 
agency to succeed Mr. Walter. 
Richard Phillips of the art de- 
partment has been promoted to as- 
sistant production manager. Thom- 
as E. Henley, formerly advertising 
manager of Wm. H. Ziegler Co., 
Minneapolis, has joined the crea- 
tive staff of the dealer advertising 
division. Carl; Weyeneth, formerly 
traffic manager, has been named 
account executive, and E. M. 
Wentzel, previously with Paulocke 
Advertising Agency, Tulsa, has 
joined the creative staff. 


Mellott Appoints Thomsen 


T. C.-Thomsen, formerly mana- 
ger of the stockholder and finan- 
cial relations department of Gen- 
eral Foods Corp., has joined M. K. 
Mellott Co., Pittsburgh public re- 
lations consultant, as v.p. and 
manager of the New York office. 


A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—those ideas which 
make successful novels, radio pro- 
grams, moving pictures, sales 
campaigns and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to an- 
swer this question for his students 
at the University of Chicago. The 
result is a little book which you 
can read in an hour but will re- 
member the rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously fol- 
low in producing ideas. He shows 
you how to train your mind so 
that idea production is, as he says, 
“as definite as the process by 
which motor cars are produced.” 

Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, ad- 
vertising men, salesmen and busi- 
ness executives who have read 
it. Send for your copy of A 
TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid. 


ADVERTISING AGE 

200 E. Ilinois St., Chicago 11, Il. 
Gentlemen: 

Please send me on 10-day money- 
back guarantee. .....copies of “A 
Technique for Producing Ideas.” 


'be made during the AFA’s Boston 
'convention, June 20-23. 
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TREASURY LIKES SUPERMAN—Others may not, but the U. S. Treasury thinks Super- 
man is fine. Here Earl O. Shreve (right), director of the Treasury's savings bond 


division, presents a distinguished service 


award and silver medals to Harry Donen- 


feld (center), president of National Comics Publications, and Jack Liebowitz, v.p. 


«me award was for a 15-minute Superma 
shown in public schools as 


n film, “Stamp Day for Superman,” to be 
@ savings stamp promotion. 


Liebmann Planning 
Purchase of Acme 
Coast Breweries 


NEw York, Dec. 24—Leibmann 
Breweries is negotiating to pur- 
chase the Acme Breweries in San 
Francisco and Los Angeles. 

Although no official at Lieb- 
mann could be reached for confir- 
mation, nobody would deny the 
report from San Francisco. Philip 
Liebmann, president of the eastern 
brewery, was said to be flying 
back here from the West Coast. 


Agencies Angling 
For RCA Account 


New York, Dec. 24—The big- 
gest account loose at year’s end 
was that of the Radio Corp. of 
America, which will come to the 
parting of the ways with J. Wal- 
ter Thompson Co. in mid-1954. 

Thompson now has the lion’s 
share of this account, which re- 
portedly added more than $10,- 
,000,000 to the agency’s billings in 
/1953. JWT was assigned part of 
'the account ten years ago and oth- 
‘er sections were added during the 


Karl F. Schuster, president of years. Thompson’s predecessor 
Acme, confirmed in San Francisco| was Lord & Thomas, which re- 
that the company’s plants there signed all the business except the 
and in Los Angeles are to besold|Red and Blue Networks in 1942 
to Liebmann if Acme stockholders after Albert Lasker had a dis- 


vote to accept the deal. 


The Liebmann offer calls for an) 


exchange of stock and a cash pay- 
ment plus debentures to be issued 
by Continental Holding Corp.; a 
Liebmann subsidiary. 


# The Acme brewery in San Fran- 
cisco has an annual capacity of 
400,000 gallons and the Los An- 
geles plant has a capacity of about 
600,000 gallons. The two principal 
Acme products are Gold Label 
and Bull Dog beer. Mr. Schuster 
said that under Liebmann owner- 
ship, sale of both beers would be 
continued and sales and advertis- 
ing expanded. 

Marketing authorities here be- 
lieve that Liebmann has no imme- 
diate plans to. sell Rheingold 
beer on the West Coast. The con- 
sensus is that it plans intensive 
development of western regional 
markets for Acme beers, follow- 
ing the pattern it established here 
in hiking sales of Rheingold to 
2,875,000 barrels in 1952. 

Among the 25 leading beer pro- 
ducers, Liebmann moved up from 
seventh position in 1949 with 1,- 
875,000 barrels to fourth place in 
1950 with 2,662,000 barrels, and 
has held that position ever since 
with increased production. 


Seattle Adclub Elects 


Wendell Broyles, director of 
public relations for King County 
Medical Service Corp. Seattle, has 
been elected president of the Ad- 
vertising & Sales Club of Seattle. 
Other officers elected are Trevor 


|agreement with RCA’s David Sar- 
noff. There followed a brief pe- 
riod during which Lord & Thom- 
as’ offspring, Foote, Cone & Beld- 
ing, was the acting agency. Then 
| JWT took over. 

Al Paul Lefton Co. places the 
advertising for RCA’s air condi- 
tioning department and will take 
over the RCA Estate Appliance 
Corp. account from Don Kemper 
Co., in January. Albert Frank- 
Guenther-Law has RCA Com- 
munications; Ross Roy Inc. has 
the custom record division, and 
Grey Advertising the NBC film 
division. This agency shift will 
bring some additional billings into 
the Lefton shop. 

But the bulk of the account is 
still to be assigned. In there pitch- 
|ing hard are Kenyon & Eckhardt 
/and Grey—some people think the 
| latter has a head start in the com- 
petition. Batten, Barton, Durstine 
& Osborn is expected to make a 
presentation shortly. 


| PR Firm Bows in N. Y.., D. C. 


| John T. Casey & Associates, a 
{new public relations organization, 
| will open Jan. 1 with offices at 
,41 E. 50th St., New, York, and in 
\the Hill Bldg. in Washington. Mr. 
Casey and his associate, Gilbert 
| Desvernine, have both been with 
Ivy Lee and T. J. Ross for the past 
seven years. The new firm will 
also handie product publicity. 


‘Eclipse Promotes Johnson 


| Russell S. Johnson has been pro- 
'moted to director of sales of the 


_vertising manager of American Type Founders Inc., has resigned to 


Evans, Pacific National Advertis-| Eclipse machine division of 

ing Agency, Ist v.p.; Lila Casady,, Bendix Aviation Corp., with 

Mail Advertising Bureau, 2nd v.p.,, headquarters at Elmira, N. Y.| 

and Bert Hagg, Lowman & Han-' Previously he was in charge of! 

ford, treasurer. the division’s automotive products 
sales. 


‘Living’ Promotes Hoar 

Edgar G. Hoar, with the sales 
staff of Living for Young Home- 
makers since 1948, has been named 
eastern advertising manager. Prior | 
to joining Street & Smith, Mr. 
Hoar was with House & Garden for 
13 years. 


Martin to Ried] & Friede 


Donald Martin, formerly head 
of the industrial division of Ster- 
ling Advertising, New York, has 
joined Riedl & Friede, New York, 
as an account executive. 


Arleen Cook Joins Wexton 

Arleen Cook, formerly with 
Friend-Reiss-McGlone, New York, 
has joined Wexton Co., New York, 
as production manager. 


KWTV Bows in Oklahoma 


KWTV, Oklahoma City, a CBS 
affiliate, went on the air on Chan- 
nel 9 Dec. 20. 


| slackening 
| production, he observed that con- 
|sumer spending and business out- 


| 
' 


Last Minute News Flashes | 


Gerhart to Join Mead Corp. as Ad Manager 
New York, Dec. 24—Frank C. Gerhart, for the’ last five years ad- 


become advertising manager of Mead Corp., Dayton paper manufac- 
turer. This is a new position occasioned by the company’s 1954 expan- 
sion program. Hubert S. Foster, Mead’s director of advertising for the 
past 20 years, will continue in that position. Before joining ATF, Mr. 
Gerhart was advertising manager of Champion Paper & Fiber Co. 


Nestor Associates Appoints Fred Gardner Co. | 


' 


New York, Dec. 24—Nestor Associates, recently organized syndicate | 
which last fall bought Crocker’s Horse Meat Cat and Dog Food, sub- | 
sidiary of Quaker Oats Co. (AA, Sept. 14), has appointed Fred Gard- 
ner Co. as its advertising agency. This is a new national advertiser. 


P&G Expected to Launch Gleem in New York 


New York, Dec. 24—Procter & Gamble is taking orders for Gleem 
toothpaste from food brokers and drug wholesalers and is expected to 
launch the dentifrice in this market with a saturation campaign next 
month. Gleem is now in the Midwest and West Coast and is generally 
estimated to have bitten off 20-25% of those markets. In some smaller 
markets, P&G is advertising the product at a reported annual rate 
of $200,000. Compton Advertising is the agency. 


Geyer Boosts Geyer, Henry, La Sala and Van Cleve 

New York, Dec. 24—Geyer Advertising has made four staff promo- 
tions. John Geyer, with the agency since 1946, has been named as- 
sistant general manager; John Henry, account executive on Nash, has 
transferred to the Detroit office in the same capacity; V. P. Anthony 
La Sala will now assist Sam Ballard in supervising the account in 
New York, and Leslie Van Cleve, in charge of office personnel for 
the past year, has been made New York office manager. 


Hathaway Joins Magazine Ad Bureau 


NEw YorK, Dec. 24—-Neal Hathaway, formerly an account executive 
with Calkins & Holden, Carlock, McClinton & Smith, will join the 
staff of the Magazine Advertising Bureau Dec. 28. 


Steuben Glass Names Hewitt, Ogilvy 


New York, Dec. 24—The Steuben glass division of Corning Glass 
Works will switch to Hewitt, Ogilvy, Benson & Mather Jan. 1. Abbott 
Kimball Co. is the present agency. 


BBDO Gets Bristol-Myers Product; Other Late News 


e Bristol-Myers’ products division, New York, has appointed Batten, 
Barton, Durstine & Osborn to handle development and market testing 
of Discreet, a new deodorant. Other agencies on the B-M domestic 
roster are Young & Rubicam, Doherty, Clifford, Steers & Shenfield 
and Dowd, Redfield & Johnstone. ‘ 


e V. P. George H. Fry is slated to take over as top man in the NBC-TV 
sales department following the expected, though not officially an- 
nounced, exit of V. P. Jack Herbert. This will still leave NBC-TV with 
two sales v.p.s since Charles Barry, former programming chief, who 
has a two-year contract, was recently assigned to program sales. 


e At press time, no settlement had been reached in the teamsters’ 
strike which has halted deliveries of the Minneapolis Star and Trib- 
une, but over-the-counter sales at the newspapers’ plant continued 
brisk. Twin City retailers, some of whom were trying out radio and 
tv, reported good sales of items advertised in the papers, despite their 
limited distribution, and Tribune officials predicted a 48-page Sunday 
edition if the strike is not settled. Advertising loss to the papers in 
the Dec. 20 and 21 issues has been estimated at $100,000, and approxi- 
mately 250 Star and Tribune employes have been laid off temporarily. 
(See story on Page 2.) 


e W. R. Stuart-Bullock, now promoting a new agency in Minneapolis 
(AA, Dec. 21), today told ApverTISING AGE that he has landed four 
accounts as a result of the first four prospect calls to come out of the 
promotion. AA also understands that one of the new “dream agency’s” 
five unidentified principals has withdrawn. 


e Levering Cartwright has resigned as executive editor of National 
Underwriter, Chicago, effective Jan. 1, to engage in insurance editorial 
and publishing activities on his own, with offices in the Board of 
Trade Bldg., Chicago. He continues as a member of the National Un- 
derwriter Co. board. 


‘54 Economic Picture Is ‘Healthy,’ Despite 
Some Slack in Jobs and Output: Mitchell 


WASHINGTON, Dec. 23—Secre- 
tary of Labor J. P. Mitchell said 
today that the nation’s economy 
as it enters 1954 is in a condition 
favoring steady, healthy growth. 

While there has been some 
in employment and 


tures account for nearly two- 
thirds of our total output, he com- 
mented that consumers bought un- 
usual amounts of durables in 1953, 
particularly automobiles, and that | 
some producers’ overshot their | 
market. 

“The tone of consumer demand, 
according to all reports, continues 
lays for plant and equipment have 


continued at very high levels. er is at peak levels, with real per-| 


The basic change that has taken 
place in 1953, he commented, is 
that supply in almost every field 
is adequate for demand. “This is a 
relatively new situation that is 
part and parcel of an economy of 
abundance. 

“In effect,” he explained, “the 
cumpetitive system is again in full 
swing. The buyer can now exer- 


|cise discrimination in his purchas- 
es and seek to get more for his 


dollar. The result can well be bet- 
ter value via closer scrutiny of 
quality and prices.” 


capita disposable income 2% 
higher this year than the peak 
reached in 1952. Savings, too, have 
continued to rise at record levels.” | 

He said surveys indicate 1954) 
expenditures for industrial con-| 
struction and capital equipment—_| 
“which generate economic activity | 
and employment down a long) 
chain”’—will be close to 1953 fig- 
ures and better than any year 
previous to 1953. While defense 
expenditures are being cut back, 
he predicted they will still be high- 
er than in any previous post-war 


Noting that consumer expendi-| year. 


Frank White to 
Head McCann's 
International Unit 


New York, Dec. 23——Frank 
White, who resigned as president 
of National 
Broadcasting Co. 
last July (AA, 
Aug. 3) to take 
a rest “on doc- 
tor’s advice” has 
been appointed 
chairman of the 
board of Mc- 
Cann-Eric k- 
son internation- 
al, which oper- 
ates 17 offices 
overseas. At the 
time Mr. White left NBC, he re- 
ported that his doctor had advised 
a light work load after a long rest. 

Mr. White's leaving NBC set the 
broadcasting industry buzzing with 
rumors on who would be his suc- 
cessor. However, a successor to Mr. 
White was not formally named by 
NBC until recently, when Sylves- 
ter (Pat) Weaver took over the 
post (AA, Dec. 7). 


Frank White 


a At the same time that Mr. White 
was named, McCann-Erickson an- 
nounced that George Giese, v.p. 
and director of the international 
division, had been promoted to 
president of the division. Both are 
new posts. 

Prior to joining NBC on May 31, 
1952 (AA, May 12, 52), Mr. White 
had been president of Mutual 
Broadcasting System, a post he had 
had since May, 1949, when he re- 
signed his post as president of Co- 
lumbia Records Inc. to head the 
network. 

He took over the NBC helm 
when Joseph H. McConnell left to 
become president of Colgate-Palm- 
olive Co. 


Hotpoint to Double 
Capacity for Home 
Laundry Equipment 


Cuicaco, Dec. 23—Hotpoint Co. 
will double its home laundry 
equipment manufacturing capa- 
city in 1954. 

John C. Sharp, president of the 
company, said that by the end of 
next year, Hotpoint’s washer ca- 
pacity will equal its range and 
refrigerator capacity. 

Hotpoint also will increase its 
advertising and promotion across- 
the-board about 15%, but details 
on this are not available at the 
present time. 


es The company will enlarge one 


_of its plants here which is used 
| for 
/ equipment, 


making the home laundry 
including automatic 
electric washing machines and 
clothes dryers. A two-story brick 
and steel structure will be added 
to the plant. 

This move follows closely the 
formal opening of Hotpoint’s new 
refrigerator factory, also in Chi- 
cago. 

Maxon Inc. handles all national, 
radio and tv consumer advertising 


strong,” he said. “Purchasing pow-| for Hotpoint, and J. R. Pershall 


Co. handles trade advertising. 


Van Horson Joins Cohen 


John M. Van Horson, formerly 
with Biow Co. and Young & Rubi- 
cam, has joined the executive 
group of Harry B. Cohen Adver- 
tising Co., New York. He will do 
account service work. 


Appoints Beeson-Reichert 


Brown Trailers, Toledo, has ap- 
pointed Beeson-Reichert, Toledo, 
to handle its advertising and pub- 
lic relations. Klau-Van Pieterson 
Dunlap, Milwaukee, formerly f 
'dled the account. 
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Along the Media Path 


e The third Seventeen-Simplici- 
ty Pattern Co. spring fabric-pat- 


tern promotion gets under way 


this year with 45 department 
stores in on the promotion. The 
promotion will be based on a 12- 


page lead-off portfolio of make-| 


it-yourself fashions in the “How’s 
the Weather” January issue of the 
magazine. The portfolio features 
21 spring-into-summer fabrics by 
18 manufacturers. 


e@ The American Weekly is insur- 
ing that advertisers and agencies 
notice its current “This Is Interest 
—This Is Enthusiasm” promotion 
by mailing out a pocket-size game 
in plastic called “Enthusiasm.” 
Along with the game, which can 
be played solo or by two, is in- 
cluded a note to the secretary 
telling her that if she is interested 


On all phases of typography .. . 


at the lowest final cost to you! 


POOLE BROS. INC - Chicago | 


TYPOGRAPHERS + PRINTERS + LITHOGRAPHERS 
Agency Ad Composition+ W Abash 2-6800 


-in having one of the games for, 
_herself, she can send in her name. 
e The Evening Leader, Corning, 
|N.Y., 107-year-old daily, has be- 
|gun construction of a new plant, 
which it expects to occupy next, 
summer. It will be 35% larger | 
than the newspaper’s present plant. 
and will have two new 16-page 
presses. 


e Another newspaper moving into | 
a new plant some time next year | 
is the 133-year-old Dispatch, Erie, | 
Pa. Plans now call for moving into | 
the plant, which will have more. 
than 63,000 sq. ft. of space, next) 


September. 


e WEAN, Providence, R.I., and 
the Rhode Island Grocers’ Assn. 
have launched their RIGA display | 
plan. Under this plan, advertisers 
buying a minimum 13-week con- 
tract are provided with mass dis- 
play, special shelf position, cash 
register position or other suitable 
space in more than 200 Rhode Is- 
land grocery stores for a week. In 
return, WEAN is providing a spot 
schedule promoting the independ- 
ent grocers, which are identified 
by a red rooster sign in their win- 
dows. 


e For the first time, Look is an- 
nouncing to advertisers and food 
retailers a full year of food promo- 
tions in advance. Previously, 
Look’s food promotions were an- 
nounced one at a time. The maga- 
zine says its 1953 food promotions 
resulted in more than 37,000 store 
tie-ins and more than 1,500,000 
lines of tie-in newspaper advertis- 
ing. In 1954, Look will have three 
major food promotions: one begins 
in February (For Meals That 
Satisfy); the second in late June 
or early July (Food for Summer 
Fun). and the third in September 
‘Back to School). 


e With its February, 1954, issue, 
Popular Science Monthly will ex- 
pand its content. It will add a 16- 
page editorial section, increase the 
use of four colors in its features 
and articles generally and use 
heavier cover and body stock. 


e For the first time for any Cur- 
tis publication. the January issue 
of Holiday will be merchandised to 
advertisers and agencies with an 
eight-page, behind-the-scenes 
booklet which will precede it. It 
is called “Speaking of Holiday,” 
and will be issued regularly. 


e With understandable pride, the 
Detroit Free Press went out of its 
way Dec. 12 to point out to readers 
that the full-color reproduction of 
a roast duckling dinner in its food 
pages was the first time any De- 
troit newspaper had run a full- 
color reproduction in a_ regular 
press run. Because all its new 
presses had not been installed, the 
color picture ran in only part of 
its press run that day. 


e The first new television station 
in Norfolk, Va., in four years, 
WTOV-TV, began official pro- 
gramming this month over Chan- 
nel 27. It is carrying both ABC 
|}and DuMont programs. 


LONDON, Sept. 18—Mrs. Me- 
linda Maclean, formerly of Glen- 
coe, LiL, has joined her missing 
husband somewhere behind the 
iron curtain in eastern Europe, 
probably Prague. That was ac- 
cepted today by foreign office 
investigators as a fact. 

The latest clew, from a Swiss 
railroad conductor, added weight 
to this view. The conductor told 
police that he had seen a woman 
meeting Mrs. MacLean’s descrip- 
tion on the 6:58 p. m. train last 
Friday from Lausanne to Buchs 
on the Austrian frontier. He said 
she was traveling first class with 
either two or three children. 

Station attendants said they 
were certain Mrs. Maclean did 
not leave the train at Buchs. 

Mrs. Maclean's destination, ac- 
cording to her ticket, was Bad 
Gastein, a mountain retreat in 
the American occupied zone of 
Austria, 85 miles from the so- 
viet occupied zone. 

Train Link to Red Zone 

From Buchs, Mrs. Maclean 
could have made train connec- 
tions for Vienna and crossed into 
the soviet sector Saturday after- 
noon without detection. 

Prof. Andre Guignard of Lau- 
sanne, a fellow passenger, also 
identified Mrs. Maclean as being 
aboard the 6:58 p. m. train for 
Zurich. But the professor left 
the train at Fribourg. 


LONDON, Sept. 18 — Mrs. 
Melinda Maclean, formerly of 
Glencoe, Ill., has joined her 
missing husband somewhere 
behind the iron curtain in 
eastern Europe, probably 
Prague. That was accepted 
today by foreign office investi- 
gators as a fact. 

The latest clew, from a 
Swiss railroad conductor, 
added weight to this view. The 
conductor told police that he 
had seen a woman meeting 
Mrs. Maclean’s description on 
the 6:58 p. m. train last Friday 
from Lausanne to Buchs on 
the Austrian frontier. He said 
she was traveling first class 
with either two or three chil- 
dren. 

Station attendants said they 
were certain Mrs. Mac!ean did 
not leave the train at Buchs. 

Mrs. Maclean’s destination, 
according to her ticket, was 
Bad Gastein, a mountain re- 
treat in the American occupied 
zone of Austria, 85 miles from 
the soviet occupied zone. 


Train Link to Red Zone 

From Buchs, Mrs. Maclean 
could have made train connec- 
tions for Vienna and crossed 
into the soviet sector Saturday 
afternoon without detection. 
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e The entire Feb. 6 issue of The 
Farmer will be devoted to new | 
ideas and plans for farm and home 
building. It will feature home|} 
building articles from ventilation | 
and plumbing to interior decora- 
ting and home furnishing. 


e Department of New Laurels: 

The January issue of Radio 
Electronics, which will be its sev- 
enth annual television number, 
will be the largest in the publica- 
tion’s 25-year history. 

Model Railroader, which began 
existence 20 years ago in January 
with a paid circulation of 272, will 
have a press run of 200,000 for its 
20th anniversary issue. 

True Life Stories, the new ro- 
mance magazine in the Pines 
Women’s Group, sold in excess of 
450,000 copies with its first issue 
in October, 1953. - 

Advertising linage in Nation’s 
Business for January, 1954, is 55% 
ahead of the same month in 1953. 
Over-all linage for the 12-month 
period ending January, 1954, is 
16% ahead of the preceding 12- 
month period. 

December’s Holiday is the big- 
gest issue in the magazine’s his- 
tory in terms of ad linage and rev- 
enue. During 1953, Holiday scored 
a record-breaking ad revenue total 
exceeding $5,250,000. 

House’ Beautiful’s advertising 
revenue in 1953 is the largest in 
its 57-year history—$5,962,000. 

Profitable Hobbies announces a 
50% circulation increase, giving it 
a total of 150,000 effective with 
the March, 1954, issue. In 1953 
the publication carried 351 pages 
of advertising, an increase of more 
than 50% in one year. 

Grit’s circulation has reached a 
new high and will show an aver- 
age net paid of about 721,000 for 
the 12-month period ending Dec. 
31, 1953—up 6% from the Dec. 31, 
1952, ABC net paid average of 
681,504. 

Argosy reports a 22.7% increase 
in advertising revenue for the 


. 


| 


\@ The December Electrical Mer- 
| chandising carries what is believed | 
|to be the first full-color ad on col- | 
‘or television to appear in any trade | 
publication. Westinghouse Electric 
'Corp., via Fuller & Smith & Ross, 
is the advertiser. 


| 


e The Evening Banner, Benning- 
ton, Vt., marked its 50th anniver- 
sary as a daily with a 72-page 
‘special edition on Dec. 8. 


February, 1954, issue over the cor- 
responding issue of 1953. 
The winter resort and travel 


supplement published by the Chi- 
cago Tribune on Dec. 13 estab-| 
lished a new high mark in winter 
vacation advertising published in 
a single issue of the newspaper. 


tford i 
The Hartford Courant published | two-color half pases 


212 pages on Dec. 6, the highest 
figure ever reached by the Con- 
necticut morning daily. 


Outdoor Life had the greatest. 


|its 1954 advertising campaign on 


NEW FACE OF 1954—The story on the right is set in the new 9 pt type on a 10-pt. 
slug which the Chicago Tribune will begin using on Dec. 29, 1953. To the left is 
the same story set in 8 pt. Regal No. 1 on a 9-pt. slug, used by the paper since 
Nov. 14, 1949. The new type was designed in cooperation with Mergenthaler Lino- 


Co. 


advertising revenue in its 55-year 
history in 1953. Advertising rev- 
enue was more than $2,125,000, an 
increase of 21% over 1952’s total. 
In advertising linage, the magazine 
shows a 14% gain over 1952. 
Advertising revenue for Parents’ 
Magazine in 1953 hit a new high, 
$5,470,464. Its circulation § also 
broke records, exceeding 1,500,000. 


Lewis & Gilman Boosts 3; 
Belfield Named President 


John C. Belfield, a v.p. of Lewis 
& Gilman, Philadelphia agency, 
and associated with the agency 
since 1945, has been elected presi- 
dent. Mr. Belfield succeeds Wesley 
A. Gilman, who died Dec. 5. John 
A. E. McClave, v.p. and treasurer, 


John C. Belfield 


John A. E. McClave 


has been elected executive v.p. 
and treasurer. Mr. McClave has 
been associated with the agency 
since 1944. Charles G. Douglas, 
who joined the agency in 1949 as 
an account executive, has been 
promoted to a v.p. 

Mr. Belfield was at one time 
advertising and sales promotion 
manager of Gelatin Products 
Corp. and later was named Detroit 
manager for Good Housekeeping. 


Carstairs Promotes Two 


Benjamin D. Frost has been pro- 
moted to advertising and promo- 
tion manager of the Carstairs di- 
vision of Calvert-Distillers Corp., 
New York. It is a new position. He 
has been sales promotion manager 
of Carstairs since he joined the 
company in 1947. S. Jesse Robin- 
son, who joined the company in 
September, has been named mer- 
chandising manager of the divi- 
sion. Prior to joining Carstairs, he 
was v.p. of Pal Blade Co. 


Spun-Lo Sets New Slogan 
Industrial Rayon Corp., Cleve- 
land maker of Spun-Lo, will base 


a new slogan, “The knit with the 


| fit where you sit.” The campaign 


simultaneously with 
in Ladies’ 
Journal, Life, McCall’s, 
Seventeen, Today’s Woman and 
True Story. Grey Advertising, 
New York, is the agency. 


will break 


Home 


Gov. Dewey Asks 
Extra Funds for 
Lung Cancer Work 


(Continued from Page 2) 
|factors, if any, in cigaret smoke 
contribute to cancer of the lung. 

Recently, a number of scientific 
|Studies of the incidence of lung 
‘cancer among cigaret smokers has 
indicated that smokers appear to 
| be susceptible to the disease (AA, 
| Dec. 14). 

Dr. Morton L. Levin, assistant 
state health commissioner, recent- 
ily went on record as saying that 
\“the evidence points to smoking 
as one of the causes of lung cancer 
| because no other reasonable ex- 
| planation fits all the known facts.” 


| 

'@ The state’s cancer research was 
| started in 1896 with a $10,000 ap- 
| propriation by the legislature. The 
\study of lung cancer was started 
|in 1938 on a relatively small scale. 
|Last year’s appropriation for Ros- 
well Park was $1,800,000. 

It is expected that the lung re- 
search program will be tied in 
with a case-finding project es- 
tablished by the state health de- 
partment three months ago. Under 
this plan all chest x-rays taken in 
the mass tuberculosis detection 
program are being checked a sec- 
ond time for evidence of lung can- 
cer. 

While Roswell Park is primarily 
a research rather than a treatment 
institution, a state cancer hospital 
is being built there and will be 
used in the new program. 

Efforts have been made by the 
state to persuade one or more of 
the cigaret manufacturers to con- 
tribute to the state research, but 
so far, it is said, such efforts have 
been unsuccessful. 

None of the major cigaret manu- 
facturers would comment on the 
Dewey program. 


Tippling Falls Off 
with Age, ‘Argosy’ 
Drink Study Finds 


NEw YorK, Dec. 22—Men be- 
tween 25 and 44 drink the most; 
imbibing tends to fall off with per- 
sons over 45, except in the case of 
brandy and cognac. 

These conclusions are drawn 
from a study of alcoholic beverage 
consumption and buying habits 
among its readers released today 
by. Rebert Stephenson, research 
director of Argosy. 

According to the survey, 
larger the city, the more drinking. 
Domestic whisky, however, which 
outsells any other type, does not 
follow this pattern and appears to 
have greatest acceptance in cities 
between 10,000 and 25,000. 


es Home drinking, the study shows, 
tends to increase as age and in- 
come increase. But persons making 
over $10,000 yearly or under $3,000 
drink more at bars, restaurants 
and other public places than do 
men in the middle income groups. 

The man of the house deter- 
mines the brand bought in eight 
out of ten cases, the study shows. 

The survey also presents data 
on types, quantities, frequency and 
place of liquor and wine consump- 
tion and purchases. The complete 
study is expected to be released 
in January. 


Chalmers to Heinrich 


Ed Chalmers, formerly with Cat- 
erpillar Tractor Co., Peoria, IIl., 
has joined Don Heinrich Adver- 
tising Agency, Peoria, as an ac- 
count executive. The agency re- 
cently secured two new accounts— 
Monelle Inc., Monmouth, Ill., mak- 
er of portable sun and _ wind 
shields, and Bird Farm Sausage, 
| Pekin, Ill. 
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Heart Attack Fatal | 
to W. B. Ziff, Head 
of Ziff-Davis Co. 


NEw York, Dec. 22—William 
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tlemen Talk of Peace,” a Literary1939. He founded Essex Engraving | Saturday at Michael Reese Hospi- 


‘Guild book dividend selection 
"which so developed the trends of 
| international problems that Al- 
|bert Einstein was moved to com- 
;ment, “I have seldom learned so 


‘much by reading a book in our 


Bernard Ziff, 55, chairman of the|time...It would be a blessing if 


board of Ziff-Davis 
Co., died here Sunday of a heart 
attack. He had been ill several 
months. 

The man who founded Ziff-Da- 
vis in 1933 told ADVERTISING AGE 
in one of his last press interviews, 


(AA, July 20) that he was spend- | 


ing much of his 
time mulling 
over the problem 
of the survival of 
American think- 
ing and action. It 
was his belief 
that “human dig- 
nity in the Unit- 
ed States is a 
phenomenon, 
since all about us 
is slavery.” 

A big, graying, 
soft-spoken man, he viewed this 
country engaged in a death strug- 
gle “to defend the rights of the 
individual to be safe against gov- 
ernment.” He described the antag- 
onist in this conflict as “The Dark 
Power.” 


W. B. Ziff 


a Mr. Ziff’s scholarship in eco- 
nomic and military matters made 
him much sought in Washington, 
where he was general adviser to 
the Senate judiciary committee at- 
tempting to clean up antiquated, 
obscure and __ self-contradictory 
laws and general adviser to the 
subcommittee on minerals and 
fuels of the Senate committee on 
interior and insular affairs. In ad- 
dition, for several years he was 
adviser to a number of senators 
and representatives. During World 
War II, he was adviser on econom- 
ic warfare to the Department of 
Justice. 

The publisher of Photography, 
Flying, Modern Bride and Radio 
& Television News came to na- 
tional attention in 1938 with “Rape 
of Palestine,” one of the best sell- 
ing non-fiction books of that year, 
and again in 1942 as author of the 
best-seller, “The Coming Battle of 
Germany.” This volume was made 
required reading in military staff 
schools, and it is believed in some 
military quarters to have influ- 
enced the Allies’ conduct of World 
War II. 

In 1944, he authored “The Gen- 


Who Buys 
MOBILE HOMES? 


Elmer Frey, President of Rollohome Corp., 
Marshfield, Wis., says: 


‘People over 40 comprise a 
tremendous and growing market for 
all kinds of prc ucts and services. 


‘We manufacturers of Mobile 
Homes are fully aware of the 
importance of selling to people 

in their 40s, 50s and 60 plus. 

The success of our advertising in 
Lifetime Living magazine proves 
the value of this market for us." 
There are now 57,000,000 
Americans over 40. You sell them 
through THEIR magazine... 


22 E. 38th St. 
New York16 
N.Y. @& 
AU 6-0712 


Publishing | our responsible men in political 


affairs would study it thoroughly.” 
. Mr. Ziff followed this work in 
(1946 with “Two “Worlds,” ac- 
|knowledged to be a realistic ap- 
| proach to the problems of keeping 
world peace. Later he changed 
pace with “He the Maker,” a phil- 
‘osophical poem concerning the im- 
|agined meditations of the Creator 
‘about mankind. 

After serving with the Signal 
Corps in World War I, Mr. Ziff, 
a native of Chicago, started in the 
'publishing business in Oklahoma, 
‘where he edited a small daily 
newspaper. He later gave this up 
to return to Chicago where he 
turned to newspaper and maga- 
zine representation. The company 
was first Finucan & Ziff, and later 
the W. B. Ziff Co. 

He was 22 at this time, and his 
success was measured in terms of 
$75,000 a year. From 1923 ta 1932 
he also was head of E. C. Auld Co., 
publisher. It was in the '20s that 
he began sending advertisers and 
agencies a promotion piece which 
he called “Ziff’s Magazine.” Writ- 
ten under the pseudonym of Bad- 
zib, Mr. Ziff did so well that the 
magazine wound up on the news- 
stands as America’s Humor. The 
magazine’s high point was a cir- 
culation of 135,000. 


ea A man of wide-ranging inter- 
ests, Mr. Ziff, in addition to run- 
ning his publishing company with 
B.G. Davis, spent time experi- 
menitng with tropical fruits and 
studying the economic posibilities 
of such fruits in the U.S. He told 
AA of his conviction that the in- 
troduction of some tropical fruits 
in the U.S. “would change the 
economic setup of some of our 
southern section.” Another inter- 
est he had was with the potential 
of cattle-raising in Florida. 

While he viewed the 1950s as a 
time of strike and crisis and be- 
lieved that the East-West conflict 
might one day force this country 
to the creation of a permanent cri- 
sis economy, Mr. Ziff drew stimu- 
lation from what he regarded as 
life in a time of the biggest change 
in the history of man. 


R. CROXTON MORRIS 


New York, Dec. 22—R. Croxton 
Morris, 49, v.p. and treasurer of 
Public Works Magazine, died Dec. 
18 in White Plains Hospital. 

Born in New York, Mr. Morris 
was graduated from Brown Uni- 
versity and joined Public Works 
in 1927. He was chairman of the 
board of fire commissioners at Val- 
halla, N. Y., where he lived, and 
was a director of both National 
Business Publications and Con- 
trolled Circulation Audit. A broth- 
er, Lewis C. Morris, is eastern 
sales manager of Public Works. 


HARVEY W. STONE 


DaLLAs, Dec. 22—Harvey W. 
Stone, 53, a salesman for the di- 
rect mail division of Reuben H. 
Donnelley Corp., Chicago, died 
here Dec. 15 of a heart ailment. 
Mr. Stone had been with the com- 
pany since 1924. 


HARRY J. AUTH 
| NeEwarRK, Dec. 22—Harry J. 
Auth, 72, president of Essex En- 
graving Co. and former v.p. and 
general manager of the old New- 
jark Advertiser, died Dec. 20 at his 
home in South Orange, N. J. 
Mr. Auth joined the Advertiser 


| in 1898. When that newspaper was 


taken over by the Newark Star 


|general manager until its consoli- 
|dation with the Newark Ledger in 


Co. in 1917. 


EVERSLEY CHILDS 

New York, Dec. 22—Eversley 
Childs, 87, board chairman and co- 
founder of Bon Ami Co., died yes- 
terday after a short illness. 

Mr. Childs had been active in 
the development and management 
of the company for the past 60 
years. He started his business ca- 
reer as an office boy with Mica 
Roofing Co., Brooklyn, where he 
was born, and later became presi- 
dent and owner of the company. 

Mica was bought by Barrett Co., 
and Mr. Childs later became presi- 
dent. When Barrett was bought by 
Allied Chemical & Dye Corp., Mr. 
Childs continued as a director and 
later became chairman. 


CURTIS B. LIVINGSTON 


NEw York, Dec. 22—Curtis B. 
Livingston, 60, former advertising 
copywriter for several large agen- 
cies, died yesterday after an ill- 
ness of two years. After graduat- 
ing from the University of Wis- 
consin, he came to New York and 
joined the old Frank Seaman Co. 
Later he was associated with Max- 
on Inc., Campbell-Ewald Co. and 
Fletcher D. Richards Inc. 


GEORGE P. HEFFERNAN 


WILKEsS-Barre, Pa., Dec. 22— 
George P. Heffernan, 60, business 
and advertising manager of the 
Sunday Independent, died ~ Dec. 


sity and had been associated with 
the Independent for 30 vears. 


JOHN PETRIE SR. 
CuHIcaGco, Dec. 22—John Petrie 
Sr., 68, founder and board chair- 


per representative company, died 


16 following a heart attack. He! 
was a graduate of Cornell Univer- | 


man of the Branham Co., newspa-_ 


tal. 

Before assuming the post of 
chairman of the board in 1949, Mr. | 
|Petrie had served as president of 
| Branham since 1935. Prior to that, 
he had been a v.p. and treasurer. 

Born in Scotland in October, 
1885, Mr. Petrie came to this coun- 
_try in 1906, and two years later 
j}helped found what is today the 
|Branham Co. 


| 


Mutual Benefit Buys Show 


Mutual Benefit Health & Ac-| 
cident Assn., Omaha, will present | 
Bob Considine in a 15-minute news 
commentary over the Mutual net- | 
work starting Jan. 24 at 6:30 p.m., 
EST. Mr. Considine’s 15-minute 
|telecast on NBC has been can- 
/celled by the insurance company. 
| 


| 
‘Look’ Boosts Kingman | 


Woodward Kingman, who has| 
been associate automotive promo- | 
tion manager of Look since June, | 
has been named automotive pro- | 
motion manager. 
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Cadence to Brooke, Smith 


Brooke, Smith, French & Dor- 
rance, New York, has been ap- 
pointed to handle national adver- 
tising for Cadence Records, New 
York. E. H. (Bud) Moss, formerly 


‘sales manager of Holland Fur- 


nace Co., has been named to head 
the record company. Bandleader 
Archie Bleyer, who founded the 
company, will continue as v.p. 


Vermouth to Hilton & Riggio 


Vermouth Industries of Amer- 
ica, New York, has named Hilton 
& Riggio, New York, to handle 
advertising and promotion of its 
Tribuno vermouth. The account 
was formerly with Cowan & Deng- 
ler. 


JUST ASK FOR MARIE: 
Call WAbash ©2-8655—and ask for 


Marie Maize on your next multi- 
graph. 


mail 


mimeograph, | ress or 
job. sega oa ante 
livery, fast and accurate work, plenty 
of experienced personnel, chares 
always in line, THE eS SHOP, 
Inc., 431 S. Dearborn St; Chicago 5 
(Now in our 23rd 


successful wear 


Ls? 
YOUR & 
EATISING 


NY 


| 


OHIO ADVERTISING 
DISPLAY COMPANY 
CINCINNATI, OHIO 


| 
| 


POINT-OF-SALE 


for your 1954 


Merchandising 
Program 


CGMS 


ILLUMINATED & NON-ILLUMINATED 


“Every Tuesday night I clip 


these tear sheets to clients. 


letin. I also sent tear sheets 


Ee 


with your 
home 


subscription 
4 


Account Executive 


Sends AA Tear Sheets 
to His Clients 


from Advertising Age for filing in my ref- 
erence library. In addition, every Wednes- 
day morning my secretary sends many of 


“Recently, I clipped an article which our 
president reprinted in our inter-office bul- 


to clients, and in two cases, in my presence, 
the subject of the article was reported to 
sales personnel. You can see why I find 
AA of definite value in my daily business.” 


Mr. Shaw, we hear, is a very busy man. He 


Howard B. Shaw 
Account Executive 

The Cramer-Krasselt Co. 
Advertising 

Milwaukee 


many articles 


“T receive Ad 


of this article 


for you? 


Advertising Age 


in Advertising.” 


My name 


Complete 
Address 


City 


( My check for $3 is enclosed. [) Bill me later. 


takes no chances of overlooking AA’s val- 
uable articles during crowded office hours. 
Here’s what he says specifically: 


go through it with little or no interruptions 
.. my Office life is too full of phone calls 
and conferences for quiet reading.” 


Advertising Age simply cannot deliver its 
full value to you, as it does for Mr. Shaw, 
if you’re a hasty office-scanner. Why not 
see if quiet reading at home won't pay off 


Age at home so that I can 


Dept. D-28, 200 E. Illinois St., Chicago 11, Ill. 


Please enter my 1-year subscription to Advertising Age and mail it to my 
home address. I am to receive FREE a copy of James D. Woolf's, "Salesense 
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RECORD-BREAKING 
MONTHS IN A ROW! 


December McCall’s marks the 38th 
straight month in which McCall’s 
circulation has gained on the same 
month of the preceding year. 


This is a record of continuous 
growth unique in magazine pub- 
lishing history. 

McCall’s average circulation for the 


first nine months of 1953 is over 
4,527,000... highest in history. 


What’s behind all this? 


WOMEN... millions of home man- 
agers who like what they find in 
McCall’s...who use McCall’s in car- 
ing (and buying) for their homes 
and families. — 


For the advertiser who sells to 
women in the home there is no 


better buy than McCall’s. 


BULLETIN: Circulation of December 
McCall’s is estimated as the largest 
of any issue in McCall’s history. 
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